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Chairman of the Bored. He frowns on frills like stock options, electric type- 
writers and a company personality. To outsiders, in fact, his company seems to 
wear a perpetual frown. 

In the world of business, companies have personalities just like people. It’s 
been proved that a prospect who likes your company is more likely to buy from 
you. And liking begins with knowing. That’s one reason why go-ahead com- 
panies like Champion Paper, Bethlehem Steel, Alcoa and others make interest- 
ing 16mm movies and have MODERN circulate them to other companies. 

MODERN promotes and distributes public relations films to 22,000 plants 
and offices. Management shows these films to employees to boost morale, to 
orient them in business fundamentals, to teach new skills, and to acquaint per- 
sonnel with new ideas that lead to a happier, better adjusted life as a worker, 
consumer and family provider. The Champion film, PRODUCTION 5118, tells 
the importance of expressing our thoughts and ideas clearly to others. MOD- 
ERN’s 28 offices often get calls from businessmen for simply “that Champion 
film.” Films are shown at management seminars, in sales meetings and training 
programs, and as “relaxers” during lunch and recreation hours. 

The business audience is select, yet only one of many MODERN can provide. 
You can reach millions of people in business, government, professional and spe- 
cial groups, schools, churches, over television and in the nation’s 17,800 the- 
aters. Trust your films to MODERN and they will be seen by the audiences you 
select. 





Talking Picture Service, Inc. 
3 East 54th Street, New York 22 


MODERN provides the audience for your public relations films 








SALES | New York PL 8-2900 Detroit TE 2-4211 Pittsburgh GR 1-9118 
OFFICES Chicago DE 7-3252 Los Angeles MA 9-2121 San Francisco YU 2-1712 








ASK ANY 
CARAVEL CLIENT... 


Allied Stores Corporation 
American Bible Society 
American Can Company 


American Heart Association 


Associated Merchandising Corp. 


Berkshire Knitting Mills 
Bethlehem Steel Company 
Godfrey L. Cabot, Inc. 
Calvert Distillers Company 
Cluett, Peabody & Co., Inc. 
General Fireproofing Co. 
J.C. Penney Co., Inc. 
Royal McBee Corporation 
Socony Mobil Oil Co., Inc. 
Towmotor Corporation 
Towle Manufacturing Co. 


. and many others 
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PRODUCING BUSINESS FILMS FOR AMERICA’S LEADING ADVERTISERS FOR 37 YEARS ‘il 






















The Shortest Distance Between 


2 Points Is a STRAIGHT LINE 


There are many ways to bring new sales ideas and product information to the person 
behind the counter. Some are round-about and ineffective, losing force and sales appeal 
at each step. But one sure way is film . . . straight line-direct and economical .. . a 
film that delivers the full force of the idea—that enthusiastically explains the product 


This is the most effective tool a sales manager can have. 


Caravel has been making straight line films for over a quarter century—films created by 
expert craftsmen to the needs of individual clients in dozens of industries. We invite 
you to view one or more of these films—either in your office or ours—and find out for 
yourself how they were made to deliver the full force of management planning to the 


salesman and the customer. 


CARAVEL FILMS, INC. 


20 West End Ave. (6Oth St.) New York 23, N.Y. Ci 7-6110 
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PUBLIC RELATIONS - EDUCATIONAL: TECHNICAL: TRAINING * MEDICAL... and 


Farm pictures are no longer tailored for farmers. If you've 
been carrying around a mental image of a farmer, you'd 
better get rid of it. There arc few business men who are 
not farmers, at least, ct heart. Good agricultural motion 
pictures are simply good motion pictures on farm subjects. 
People. generally, just happen to like good pictures about 


the biggest, the most important and the only factory in the 


Farm 


Pictures 


world which operates without a roof. 


by 
Audio... 


Among our clients: 


American Telephone & 


Telegraph Co. 
Babcock & Wilcox Co. 
Carborundum Company 


Cast Iron Pipe Research 
Association 


E. I. du Pont de Nemours 
& Company 


Ethyl Corporation 
Ford Motor Company 
General Motors Corp. 
McGraw-Hill Book Co. 
Merck & Co.. Ine. 


National Board of Fire 
Underwriters 


National Cancer Institute 
Pennsylvania Railroad 
Sharp & Dohme 

E. R. Squibb & Sons 

The Texas Company 
Union Carbide & Carbon 


Corporation 
U. S. Navy 
Virginia-Carolina 
Chemical Corp. 


Western Electric Co. 


—and many, many others 
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remember... 


only byron 


can make 


color-correct® 


prints 











® true fidelity color duplicates which 


go far beyond mere color balancing. 


*® negative-positive color processing 


using EK 35mm and l6mm negative for 16mm release. 


For information and price list, 


write, phone or wire 


'e) yro n Laboratory 


1226 Wisconsin Ave., N.W., Washington 7, D.C. 
FEderal 3-4000 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 
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bolden Opportunities 


THe Cover THEME of this issue expresses 
our firm conviction that this year of domes- 
tic and world turmoil is also a time oi 
“Golden Opportunities” in many lines of 
endeavor. For those concerned with the ad- 
vancement of the arts and science of idea 
communication, it is indeed a most challeng- 
ing period. 

The Congress has expressed its concern 
about lagging educational progress in the 
sciences, languages and vocational programs 
in the National Defense Education Act of 
1958. Title VII of this Act, providing for 
“research and experimentation in more ef- 
fective utilization of television, radio, mo- 
tion pictures and related media for educa- 
tional purposes” is fortified by an $18 mil- 
lion appropriation. 

rhere are other vast implications in this 
Act for all concerned with audio and visual 
media (see page 31) and this is most cer- 
tainly a time for sober judgment, honest ap- 
praisal and utmost cooperation. 


Within this immediate field of business 
and industrial films “and related media” 
such experimentation and research must be 
aided in very way possible. Americans with 
skill and experience in every phase of audio- 
visual communication must serve if called 
upon; advise, counsel and assist without re- 
gard to personal gain 


We do not overlook direct challenges to 
progress in sponsored films all around us. 
For example, the millionfold audiences in 
theatres, television and 16mm groups who 
are now accessible to sponsors of worthy 
new films from industry, government and 
trade groups. 


These “Golden Opportunities” also in- 
clude specific media and methods such as 
screen advertising (page 32) and the ef- 
fective, economical sound slidefilm. Lt 


FOUNDED IN 1938, BUSINESS SCREEN 
IS DEDICATED TO THE ADVANCEMENT 
OF EFFECTIVE AUDIO AND VISUAL 
MEDIA FOR BETTER COMMUNICATION 
WITHIN INDUSTRY AND FOR EDUCATION 
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@) CASE HISTORY OF A 
SUCCESSFUL PUBLIC SERVICE FILM“ 
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* “HORIZONS OF HOPE” a live action-animation film in Technicolor 


Written and Produced for the ALFRED P. SLOAN FOUNDATION, INC. 
and the SLOAN-KETTERING INSTITUTE 


JANUARY 1955 THROUGH SEPTEMBER 1956: 


3,516 NON-THEATRICAL SHOWINGS oe AUDIENCE: 176,926 
319 TELEVISION SHOWINGS —— _ ESTIMATED AUDIENCE: 19,772,012 
HONOR MEDAL FREEDOMS FOUNDATION 1955 
(@, GOLDEN REEL AWARD AMERICAN FILM ASSEMBLY 1955 
MERIT AWARD SCHOLASTIC TEACHER AWARD 1955 
SECOND AWARD BOSTON FILM FESTIVAL 1955 


John Sutherland Productions, Incorporated 


LOS ANGELES NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
Los Angeles 26, California OUnkirk 8-5121 New York 22, New York Plaza 5-1875 















SEE THE DIFFERENCE 
when 16mm Color Specialists 
process your color prints 


Color Reproduction Company in over 19 years of Spe- 
cializing exclusively in 16mm color printing, has earned 
a reputation for guaranteed quality which is the Stand- 
ard of the Industry. See what the technical know-how 
and production skills of 16mm color specialists can do 
for your 16mm color prints! Send your next 16mm color 
print order to Color Reproduction Company! 


Write for Latest Price List 


EPRODUCTION COMPANY 


7936 Santa Monica Blvd., Hollywood 46, California 
Telephone: Oldfield 4-8010 
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Nautilus Polar Journey Shown 


The Nautilus Crosses the Top 
of the World, a new 16mm sound 
motion picture release from United 
World Films, Inc., tells the epic 
story of this epic feat of last Au- 
gust. 

The 9-minute U.S. Information 
Service film depicts the launching 
of the world’s first atomic-powered 
submarine and her christening by 
Mrs. Eisenhower. 

Cameras aboard the Nautilus 
have recorded the entire four-day 
voyage of 1,830 miles submerged, 
from Bering Strait to the Green- 
land sea, with actual sounds within 
the submarine, including Com- 
mander William R. Anderson’s an- 
nouncement to the crew at the 
moment the ship crossed the North 
Pole beneath the ice cap. 

Information regarding non-the- 
atrical use of the film may be ob- 
tained from United World Films, 
Inc.. Government Dept., 1445 
Park Avenue, New York 29, N.Y. 


* * * 


Motion Picture Jobs Open 
With Federal Government 
* The United States Civil Service 
Commission is seeking applicants 
for motion picture specialist posi- 
tions paying salaries from $4,980 
to $9,890 a year, in various Fed- 
eral agencies in the Washington, 
D.C. area. Most of the jobs are 
for duty with the Department of 
Agriculture and the Department of 
the Navy. A few positions may 
also be filled in foreign countries. 
Positions to be filled include 
producer-director, script writer and 
editor, and film editor. Only 
experienced applicants will be con- 
sidered. 
Full information concerning re- 
quirements is given in civil service 
eXamination announcement No. 
157B, obtainable from post offices 
or from the U.S. Civil Service 
Commission, Washington 25, D.C. 
Applications must be filed with the 
Executive Secretary, Board of 
U.S. Civil Service Examiners, De- 
partment of Agriculture, Washing- 
ton 25. bat 


There's a GOOD reason! 


TV TITLES BY KTS 
Fireside Theatre... Mama...The Hunter 
Man Against Crime...San Francisco Beat 
Crunch Adams... The Goldbergs...I Spy 
Hopalong Cassidy ....Follow That Man 
Scar Theatre... Willy... Hour of Mystery 
and many others not yet released. 


res E SERVICE 
cs KNIGHT TITLE SERVIC 


115 W. 23rd St. New York, N.Y. 














Wilding Specializes in Communicating 
Ideas Through Visual Tools that Teach, 
Startle, Challenge, Persuade and Tell. 


Communications Lor Business 
... SOMETIMES TAKES US UNDERWATER! 


Much of the new HIRAM WALKER picture was shot far beneath the 
surface of the ocean presenting problems not encountered in shooting 
on dry land. But topside or under water—the picture was the number 


one objective to the Wilding crew—who donned diving gear as easily as 





CHICAGO they put on clothes. Strong currents, sharks and barracuda notwith- 
DETROIT standing, they captured exciting scenes for the film SECRET CARGO. 
NEW YORK 
CLEVELAND 
WILDING PICTURE PRODUCTIONS, INC. 
CINCINNATI 
PITTSeURGH first in Communications for Business 
TWIN CITIES 


LOS ANGELES 








Names That Made News In The Month 


for SELLING /for TRAINING | serie ene nie named 


Senior VP’s at Jam Handy 
Appointments of Everett Schafer 
and Russell B. Robins as senior 


vice-presidents of The Jam Handy 
Organizations are announced by 
GU Rel | = Jamison Handy, president. 


Schafer, now senior vice-presi- 
dent in charge of planning and 
sound slidetiim projectors programming services, has been 


vice-president in charge of service 





get your message effectively 


to any size audience 





Dr. Raymond Denno 


SHORT & SWEET 


THE FLIP-TOP stars at desk-side saies 
presentations. Dramatically tells a hard-sell 

story without mess or set-up time, without room 
darkening. Record and film simply slide into slots. 
Polacoat rear-projection screen for startling clarity 
in color or black-and-white. Top voice fidelity. 


distributed industrial films, Suther- 

land is expanding operations to 

include the production and distri- 

bution of educational motion pic- 

tures under the direction of Dr. 

Denno. A graduate of University 

of California, Santa Barbara, Dr. 

Ey Denno has received advanced de- 

erett Schafer ‘ : 3 

grees for his work in education at 

development. He has been with University of Southern California 
Jam Handy for 29 years. and U.C.L.A. 

Robins is resigning as _vice- For the past 12 years he has 
president and director of Young served as director of audio-visual 
Spring and Wire Corporation to services for San Diego County 
rejoin Jam Handy, in charge of Schools. He has had 25 years ser- 
market development and merchan- vice as a teacher and school ad- 
dising services. Until he joined mjnistrator, and has been a fre- 
quent contributor to a-v publica- 
tions and an officer of state and 
national education organiza- 
tions. » 









FULLY AUTOMATIC 


THE MICROMATIC is the industry's 
standard for quality and performance 
Film advances automatically—always 

on cue—triggered by standard 30-50 
impulse. DuKane “Redi-Wind” eliminates 
film rewinding forever! Shadow-box screen 
built into carrying case, plus plenty of 
power for big-screen projection. 





AUDITORIUM SIZE POWER 


THE AUDITORIUM COMBINATION brings 
you fully automatic sound slidefilm projection. 
The high powered projector with 1200-watt 
capacity combined with the high powered 
auditorium sound unit produces large, brilliant 
pictures and fills any auditorium with sound. 
Entire combination packs into two compact, 
attractive carrying cases. 


VISUAL AIDS 





MOTION 
PICTURES 


Russell B. Robins 





Young several years ago, Robins 


There's a DuKane sound slidefilm projector especially made had been in charge of Jam Handy * 
to bring your message to any audience, from one to thousands! sales stimulation programs and in- 
DuKane’s top quality and rugged dependability give you stitutional activities for the food 
sparkling pictures and bell-clear sound, now and for many years and farm implement industries. 
of hard use. Simple to operate, even by inexperienced personnel. He is immediate past president 
For a demonstration in your own office, send in the coupon. and a director of the Detroit Sales 
Executives Club. Wy 
a FILMS 
: DuKane Corporation, Dept. °S.98-A, St. Charles, linois. | New Sutherland Subsidiary 
: I am interested in learning more about DuKane sound slidefilm fo Make Educational Films ® 
DuKaw TEE: Fy the Actearion Combinesaa” "Urtee = Ch the Micromatic | yr John Sutherland, president of 
CORPORATION : wae John Sutherland Productions, Inc., SEYMOUR 
(y acm has announced the appointment of ZWEIBEL 
isi a Dr. Raymond Denno as vice-pres- PRODUCTIONS 
aaa iia ee a ident and general manager of Inc. 


Sutherland Educational Films., 
Inc., a wholly-owned subsidiary. 
Now a producer of nationally 


11 EAST 44th STREET 
NEW YORK 17, N.Y. 





PLANNING AND PRESENTING THE SALES, TRAINING AND MERCHANDISING MESSAGE WITH 
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NO ROOM FOR DOUBT... 


Challe 


HAS ALL YOUR EASTERN PRODUCTION NEEDS 
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1600 amperes, 1000 amps, 700 amps, 300 amps, 200 amps. 
RENTAL RATES UPON REQUEST 


333 West 52nd Street, New York City, Circle 6-5470 
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Picture of the U.S.A. 


A Portrait of America from Pan-American World Airways 


ps Or THis country’s greatest 
problems in the field of world 
affairs is to get other nations to see 
us as we see ourselves. 

Many highly-qualified observers 
of the world scene as it affects the 
United States—among them Vice- 
President Richard Nixon—believe 
that many of the troubles we face 
in our foreign relations stem from 
a distorted image of our country 
among the world’s peoples. 

Theatrical films, which for dra- 
matic reasons often play up heavily 
some of the less attractive aspects 
of American life, have had a mixed 
impact on foreign audiences. 
Praised by some for their “out- 
standing candor,” such films have 
been condemned by others as “a 
prime source of misunderstanding” 
of what the real America is like. 

Real Good-Will Builders 

In a more quiet way, the non- 
theatrical sponsored motion picture 
has shown itself capable of doing 
a job of building good-will about 
which there is little or no contro- 
versy. An impressive example of 
this type of film is U.S.A., pro- 
duced for Pan American World 
Airways by Henry Strauss & Com- 
pany. 

As reported by Pan-Am officials 
around the world, U.S.A. has stim- 
ulated such reactions as: 


“Your dignified, restrained 
high-level presentation of the 
United States is of tremen- 
dous interest to people in 
Latin America.” 


“Reaction to U.S. film in 
France, United Kingdom, 
Spain, Portugal truly out- 


10 


standing. Many have volun- 
tarily stated greatest ever.” 


“Film considered by audience 
best example of national and 
industry promotion ever view- 
ed. Effect all we could desire.” 


In light of the fact that the film’s 
primary purpose was commercial, 
such comments are all the more 
gratifying. When it was made, 
U.S.A.’s main aim was to highlight 
features of this country that would 
interest people in paying us a flying 
visit via Pan American. 


Study in Film Ingenuity 


How the film met this purpose, 
and also created an informational 
and inspirational tool which the 
U.S. Information Service consid- 
ered worth translating into 29 lan- 
guages for showing in 300 overseas 
locations, is an interesting study of 
film-making ingenuity by Strauss 


Translated Into 29 Languages and Showing at 300 Overseas 
Locations, This Pan-Am Film Is as American as Apple Pie 


and Frank Howe, Pan Am’s direc- 
tor of sales and service training. 

First of all, the film had to cover, 
in reasonable length and at reason- 
able cost, the story of 165 million 
people and 3 million square miles 
of earth, and 300 years of history. 
It had to do this in a way that 
would appeal with equal force to 
audiences of widely different back- 
grounds and interests. 

It had to pay its own way as a 
sales promotion device, while re- 
taining a high degree of artistic 
and cultural validity. To work out 
these apparent contradictions in a 
film that would have unity of feel- 
ing, freshness and powerful impact, 
a basic framework was developed. 


Forces That Shape Our Land 

U.S.A. would concentrate vis- 
ually on those aspects of America 
which would have strong tourist 
appeal; but it would explain them 
in terms of the historical and cul- 
tural forces that shaped the land 
and its people. It would help its 
audience to know America as one 
person gets to know another— 
from the texture of his voice, the 
characteristic expression of his 
face, the present in which he lives 
and the past that has made him 
what he is. 

Translating this ambitious idea 
into 45 minutes of screen time 
wasn't an easy task. A quarter- 
million feet of color film was 
screened; over 200 different pro- 
ductions from dozens of industrial, 
government and private files. Cam- 
era crews went on location to sup- 
ply special material not obtainable 
from library sources. Tieing all of 
this together, special artwork vig- 
nettes were assembled or drawn, 
recreating the flavor of pilgrim 
New England, the pioneer West, 


Artwork with the flavor of Americana is featured in “U.S.A.” 





BUSINESS 


and other major historical areas. 
The revealing voice of folk music 
was chosen to counterpoint and 
supplement the narration. 


A Picture of Wide Latitude 


The result is a motion picture 
that ranges America from border 
to border and from era to era. 
History and geography become a 
backdrop for the story of Amer- 
ica’s people—what they are, what 
they do, what they believe; how 
they work, and play, and pray. 

The quiet serenity of a univer- 
sity town; the brash excitement of 
a vacation resort; the surging of 
mills and mines; the richness of 
farms and forests—all these are 
skilfully woven together into a 
panorama of many lands made 
one. 

At the end, as the narrator says: 
“When you begin to see the many- 
sidedness of the land and the 
people, their fulfillments and their 
needs, their present and their his- 
tory—you feel you are beginning 
to know them.” 


Honored in U.S., Abroad 


Recipient of a Freedoms Foun- 
dation medal, and honored at such 
domestic and international exhibi- 
tions as the Edinburgh Film Festi- 
val, the Columbus Film Festival, 
and the Milan Samples Fair, 
U.S.A. joins the noteworthy series 
of unusual travel films produced 
by Strauss for Pan American, a 
series which includes Japan, Spain, 
and a forthcoming release on 
Tahiti. 

Since U.S.A. was primarily de- 
signed for overseas showing, only 
a very limited number of prints 
are available for adult domestic 
use. Anyone interested should 
contact: Supervisor-Films, Pan 
American World Airways, 28-19 
Bridge Plaza North, Long Island 
City 1, New York. Ly 

* ca ok 

Aircraft Equipment Maker 
Airs TV Spots on Air Travel 

* A manufacturer of aviation 
products has taken to the “air” for 
the first time to promote travel by 
air. United Aircraft Corporation 
recently spotted a 20-second tv 
commercial, produced by Trans- 
film, in major travel markets. The 
tv spots were part of a special 
summer campaign just completed. 

United Aircraft does not deal 
directly with the public, but is a 
major supplier of aircraft engines, 
propellers and aviation accessories 
to commercial airlines. Wa 
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“Versatility” 


In Color 
or Black and RYZRECY Film Processing 


MAGNETIC OR OPTICAL 
SOUND PRINTS by DU-ART 


. made from your magnetic striped material to 
bring you lower production and laboratory costs 
with superior sound quality. 


¢ Send For Technical Bulletin. =6 








TRI 


ART \ CORPORATION 
co L Oo R \ (a subsidiary of Du ae Labs., Inc.) a _< 


245 West 55th St., New York 19, N. Y. « PLaza 7-4580 


IN CANADA: ASSOCIATED SCREEN INDUSTRIES, Ltd. * 2000 Northcliff Avenue, Montreal, Canad 
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Experienced film users know they're putting 


their company, their product, their services 


on the line when they put them on film. 


The impressions which their films make 
are lasting and all-important impressions in 
the minds of their customers, prospects and 
employees. That’s why major industrial film 
users come to KLING. 





KLING Creativity ... KLING Quality ... KLING Service ... 


can make your next film a film which does its job impressively. 





CHICAGO: 1058 West Washington, SEeley 8-4181 
HOLLYWOOD: 1416 North La Brea, HOllywood 3-2141 


Winners of National Visual Presentation Awards 
To Be Announced at New York Luncheon October 7 


oo IN THE SIXTH Annual 

Awards Competition of the 
National Visual Presentation As- 
sociation are now being judged 
preparatory to announcement of 
the winners at the Sales Execu- 
tives Club Luncheon at the Roose- 
velt Hotel in New York on Octo- 
ber 7. 

Judging, under the general 
chairmanship of Richard Daniello, 
of Manhattan Color Lab, is being 
conducted under new and unique 
rules this year, which are designed 
to insure utmost fairness and to 
eliminate the haphazard methods 
which are sometimes encountered 
in film award competitions. 

The NVPA has sought to pro- 
vide enough categories and clas- 
sifications of visuals so that the 
problem of entirely dissimilar sub- 
jects made for widely divergent 
purposes competing against each 
other can be avoided. Awards 
are being made in six categories: 

Public Relations and Educa- 

tional 

Employee Relations 

Employee Training 

Sales Promotion 

Sales Training 

Point of Sale 

In each of three classifications 
of use: 

Motion Pictures 

Films, Transparencies and Slides 

(excluding motion pictures) 

Others (Flip Charts, Flannel 

Boards, Mock-Ups, etc.) 

What makes the method of judg- 
ing unique is a system under which 
points are awarded for each of four 
criteria: 

Script (originality, continuity) 

Technique (casting, visualiza- 

tion, sound) 

Quality (lab technique, sound, 

color ) 

Overall Opinion 


NVPA’s new judging system was 
established after much discussion, 
evaluation and pre-testing by 
Chairman Dick Daniello’s com- 
mittee. Technical chairmen for the 
Six categories are: 
Susan Wayne, Seymour Zweibel 
Productions 

Robert Schweitzer, H. D. Rose 
& Co. 

Murray Fairbairn, Academy 
Productions 

J. H. Ricau, Life Magazine 
Filmstrips 

Richard Jayson, Color Films, 
Inc. 

David Piel, David Piel, Inc. 

And, the panel of judges in each 
category are composed of out- 
standing users of visuals. Each 
judge has pledged to be on hand 
to view every single entry in his 
category. Judges will not, of 
course, sit on categories in which 
they have entries. 

A record number of entries 
were received this year. With 
first and second place awards in 
each of three classifications and six 
categories, 36 awards in all will be 
made at the Annual Day of Visual 
Presentation on October 7. i 

a ae * 
N.Y. Producers Sign Contract 
With Screen Directors Guild 
vy The Screen Directors Interna- 
tional Guild and the Film Produc- 
ers Association of New York 
announced on September 4 that 
agreement had been reached be- 
tween the two organizations on the 
terms of a contract covering screen 
directors employed by members of 
the association. 

This contract recognizes the 
Guild as the bargaining unit for 
directors, and establishes minimum 
wages and working conditions. The 
contract applies equally to Cana- 
dian members of the Guild. be: 





DIRTY FILM? 


FilMagic Pylons (Pat. Pend.) quick- 
ly attach to any |émm. projector. 
Automatically silicone-treat and 
protect film, clean gates as film is 
running. 


Special kits, complete with simple 
instructions for Ampro, B&H, East- 
man, RCA, TSI, Victor. Write for 
illustrations and prices. 


ECONOMICAL . . 


THE 
DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 


EFFICIENT 





GREEN FILM? | 





SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 


Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 
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Don Malkames (center) examines cine strips on the “Rendezvous” set. John Newland, Director (right), 
discusses film quality with Du Pont Technical Representative, Joe Dougherty. 





Don Malkames (left) and son, Karl. 


“New DuPont ‘Superior’ 2... 


the finest film I’ve ever used” 


This was the reaction of Don Malkames. A.S.C.. Di- 


takes a lot of the headaches out of lighting and ac- 
rector of Photography for the television series, “Ren- 


tually produces better pictures than you have any right 
dezvous,” being produced by Kenco Productions, New to expect. Without doubt, 936 is the finest negative 
York. for CBS. 

After using the completely new DuPont “Superior” 
2 Type 936 Motion Picture Film for thirteen half-hour 
shows, Mr. Malkames joined the laboratory tech- 
nicians in praising the film. Their conclusions were: 


stock I’ve ever used.” 


For additional technical information on Du Pont 
Type 936 Motion Picture Film, send the coupon below: 


: : BS-9 
Finest grain structure they had ever seen; 


Extreme flexibility and latitude; 


Du Pont Photo Products Department 
2432-A Nemours Building 

Wilmington 98, Delaware 

Captures rich blacks yet picks up 

excellent detail in spilled light areas with 
no additional fill lighting; 


Please send me technical data on the new ‘Superior 


2 Type 936 film. 


Excellent tonal gradation; Wome 
Requires one-third less processing time. Address 
Don states: “This new DuPont film does more to City State 


make my job easier than any other film I know. It 


REG. & 5. pat. OFF 


Better Things for Better Living . . . through Chemistry 














a new 
dimension 


in quality 


COMPCO 
PROFESSIONAL 
aan! 
CANS 


A Major Advance in Film Reel Construction 


PRECISION DIE-CAST ALUMINUM 
HUB COMBINED WITH SPECIAL 
TEMPERED STEEL REELSIDES MAKES A 
TRULY PROFESSIONAL REEL. 


MUCH MORE STURDY — TRUER RUNNING 


COMPCO reels and cans ore finished in scratch- 
resistant boked-on enamel 

Be assured a lifetime of film protection with these 
extra quality products 

Write for complete information. 

REELS AND CANS « 16 mm 400 ft. through 2000 ft 


COMPCO corporation 
2275 WEST ST. PAUL AVENUE 
CHICAGO 47, KUNOIS 


















Mar lertere of 


Phetegraph« Equiprest lor Over A QUARTER of o CENTURY 


THE BUYERS READ AND USE 
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Films for Industry To Be a Major Topic at SMPTE 
84th Semi-Annual Meeting in Detroit Oct. 20-24 


“Films and Television in Indus- 
try and Education” will be the 
theme of the 84th semi-annual con- 
vention of the Society of Motion 
Picture and Television Engineers, 
October 20-24 in the Sheraton- 
Cadillac Hotel, Detroit, Michigan. 

Program chairman for the con- 
vention is C. E. Heppberger, Na- 
tional Carbon Company; associate 
chairman is Harold W. Kinzle, 
Wilding Picture Productions, Inc. 

Fourteen different units have 
been designated under the broad 
general theme of the convention. 
Topics and topic chairmen in 
charge of collecting and processing 
technical papers for the event are: 

List of Topics, Chairmen 

“Color Photography,” John P. 
Breeden, Film Service Section, 
Ford Motor Co.; “Instrumentation 
and High-Speed Photography,” 
Richard O. Painter, Experimental 
Engineering Department, General 
Motors Corp.; “Laboratory Prac- 
tices,” Philip E. Smith, Eastman 
Kodak Company; “Nontheatrical 
Production and Techniques,” John 
Flory, Advisor on Nontheatrical 
Films, Eastman Kodak Company 
(Industrial Phase); O. Stephan 


Knudsen, Iowa State College (Uni- 
versity Phase). 

“Sound Recording and Repro- 
duction,” Gordon L. Ellsworth, 
Experimental Engineering Depart- 
ment, General Motors Corp.; 
“Standards and Standardization,” 
A. C. Robertson, Eastman Kodak 
Company; “Studio Lighting and 
Practices,” Dennis Gillson, Na- 
tional Film Board of Canada; 
“Television—Concepts and Prac- 
tices,” Edgar J. Love, WJW-TV, 
Detroit (Commercial and Indus- 
trial); Allan M. Deland, Educa- 
tional TV and Radio Center, Ann 
Arbor, Mich. (Educational); Rod- 
ger J. Ross, Canadian Broadcast- 
ing Corp. (Film Techniques); 
E. W. D’Arcy, D’Arcy and Associ- 
ates (International Television and 
Multilingual Films). 

“Theatre-Projection Practices,” 
Frank H. Riffle, Motiograph, Inc.; 
“16mm Color Intermediate Neg- 
ative/Positive Release Printing, a 
Seminar,” Robert A. Colburn, 
George W. Colburn Laboratories. 


Session on Lab Practice 
The session on Laboratory Prac- 
tice will open the SMPTE tech- 
nical discussions on the morning 


of October 20. Emphasis in this 
session will be on equipment and 
film processing problems. 

Following the get-together noon 
luncheon will be the symposium 
on 16mm Color Intermediate Neg- 
ative/Positive Release Printing, in 
which seven panel members will 
participate in informal discussion 
and consider questions from the 
audience. The evening program 
will comprise documentary and 
educational film production sub- 
jects of popular interest. 

All-Day Meeting on Films 

Both morning and afternoon ses- 
sions on October 21 will be on the 
general topic of Films for Indus- 
try and Education. A panel dis- 
cussion of all papers presented 
under this topic will conclude 
these sessions. Presentation of 
SMPTE Awards will be made at 
the evening session. 

Morning session October 22 will 
consider Television Equipment 
and Practices; equipment improve- 
ment and application problems 
will be emphasized. The afternoon 
session topic will be Kinescope Re- 
cording Problems and Equipment, 
and will cover kine evaluation, con- 
trast reduction, new recorders and 
production aspects. Annual cock- 
(CONTINUED ON PAGE 16) 








It’s FREE...on request 
















. You are cordially invited 
to personally inspect our facilities. 


LOOK to the book... for every film requirement 


Reams of copy could not convey the full Calvin story 


AN ILLUSTRATED GUIDE TO 
production—producer services 
and all film laboratory services | 


THE CALVIN COMPANY 


INCORPORATED 
1105 Truman Road @ Kansas City 6, Mo. 


to our clients and prospective customers! However, 
this four-color, 12-page brochure presents Pictorially 
the scope of our motion picture operation. We would 
like to send you a copy today for your reference 
library, so that you might become 
better acquainted with our ability to serve you. 
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the billion dollar question: 





how 
can you 
increase 

sales? 





THE INEXPENSIVE ANSWER 


Through a sales and 
product training 
program that will teach 
salesmen how to: 


1. present a favorable 
company image 


nN 


put into action principles 
of good salesmanship 
tell a convincing product 
story 


w 


a 


get the order by asking 
for it 

Fred Niles Productions 
custom-tailors 
successful sales and 
product training 
programs to fit your 
budget and your needs 


For further information 
without obligation, call 


FRED A. NILES 
PRODUCTIONS, INC 





22 W. HUBBARD ST 
CHICAGO 10, ILL 
SU 7-0760 









(CONTINUED FROM PAGE 14) 
tail party, banquet and dance is 
scheduled for that evening. 

Three sessions are scheduled for 
October 23. Morning session will 
deal with Machine Language 
Translation; afternoon session with 
Designing for International Tele- 
vision; and evening session with 
Closed-Circuit Television for 
leaching. 

Morning session on October 24 
will be devoted to Sound. Subjects 
treated will include recording, 
editing, re-recording, the effect of 
developing time upon distortion in 
variable-area recordings, and a 
single-system editorial synchronism 
using magnetic soundtrack. Closing 
technical session that afternoon 
will be on Instrumentation and 
High-Speed Photography. Ind 


ca * a“ 


SMPTE Honors George Lewin 
With 2 Awards in One Year 

George Lewin, chief, Pictorial 
Engineering Office, Army Pictorial 
Service, Long Island City, N. Y., 
has become the second man in the 
history of the Society of Motion 
Picture and Television Engineers 
to be honored with two awards in 
one year. 

He has been designated as re- 
cipient of the Samuel L. Warner 
Memorial Award for outstanding 
contributions to sound for motion 
pictures, and the Journal Award 
for the outstanding paper published 
in the SMPTE Journal during the 
preceding year. 

Lewin became connected with 
sound recording with the installa- 
tion of this equipment at the Para- 
mount Studios in Long Island in 
1928. He was a pioneer in the con- 
version to magnetic recording for 
motion pictures in the Signal Corps 
Photographic Center, which later 
became the Army Pictorial Center. 

His discovery in 1957 of the 
phenomenon of transparency of 
magnetic coatings to infra-red light 
sources and the development of its 
application to dual sound repro- 
duction from either the magnetic 
or the underlying optical track was 
a significant contribution. Among 
his other accomplishments are the 
development of the “reversible” 
system for narration recording and 
the “magnetic loop” system of lip- 
synchronizing, now used at the 
Center and adopted in various 
forms throughout the country. 
Lewin also was a contributor to 
the development of the 1/4” syn- 
chronous magnetic tape. 

Lewin has been a SMPTE mem- 
ber for more than 25 years. He 
has been a Fellow since 1954, and 


in 1955 and 1956 served on the 
Board of Governors. Presently he 
is Department of the Army liaison 
representative on the Sound, 
Screen-Brightness and Film-Pro- 
jection Practices Committees. |} 
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12 Million View U.S. Steel's 
Films in First Half of 1958 


Motion pictures sponsored and 
distributed by United States Steel 
Corporation were seen by audi- 
ences totaling nearly 12,000,000 
people during the first six months 
of 1958. 

A report on the operation of 
the corporation’s five film distribu- 
tion centers showed 11,601,764 
persons in attendance at 31,201 
showings of U.S. Steel films. 

Most popular movie in the U.S. 
Steel library was Jonah and the 
Highway, which was seen by 
nearly 6,000,000 people. Another 
favorite was Knowing’s Not 
Enough, a safety film shown more 
than 3,600 times during the six 
months to audiences totaling more 
than 200,000. 

More than half a million persons 
saw Mackinac Bridge Diary, a col- 
orful picturization by the American 
Bridge Division of the five-mile 
long suspension bridge across the 
Straits of Mackinac in Michigan. 
Another version of this film, nar- 
rated by Lowell Thomas, is now 
being shown in theatres under the 
title The Five Mile Dream. 

Each of U.S. Steel’s film distri- 
bution centers maintains multiple 
prints of 32 different film subjects 
available to educational, social, fra- 
ternal, social and other groups. 
Sixty-four percent of this year’s 
showings have been to educational 
groups. 

U.S. Steel’s distribution centers 
are in Chicago, Pittsburgh, New 
York City, Birmingham and San 
Francisco. Frank B. Greenleaf, 
supervisor of the Chicago center, 
is this year’s president of the Indus- 
trial Audio-Visual Association. 





industry Producers Group 
Hears Navy’s Film Program 

The Navy’s motion picture pro- 
gram was outlined for members of 
the Industry Film Producers Asso- 
ciation, Los Angeles, at their Sep- 
tember meeting. 

Speakers were Lieut. Com- 
mander Fred Hewitt, Officer-in- 
Charge, U.S. Navy Motion Picture 
Office, Hollywood, and Lieut. 
Commander Robert R. Wagner, 
Photographic Officer, U.S. Navy 
Air Missile Test Center, Point 
Mugu. The first speaker discussed 
the over-all Navy motion picture 
program, and the second described 
filming activities at Point Mugu 
and told of the forthcoming Pacific 
Missile Range. 

Members of the IFPA were 
guests of Harold Scheib, president 
of Cinema Research Corporation, 
at a buffet supper preceding the 
meeting, and were taken on a tour 
of the company’s facilities hye 

* a a 

New Low Air Freight Rates 
Announced for Film, TV Tape 

- New low air freight rates for 
film and television tape have been 
put into effect by Emery Air 
Freight Corporation between Chi- 
cago, New York, and Los Angeles 
and 43 key cities in the U. S. 

The new rates, lowest in com- 
pany history, will save from 10 
cents to more than $40, depend- 
ing on weight and distance, on 
shipments to more than 214 tv 
stations, Emery said. The re- 
vised schedule also sets a new low 
minimum of $3.40. 

Emery, largest domestic freight 
forwarder in the United States, 
also operates to Europe and the 
Middle East and across the Pacific 
to Hawaii and Australia. The 
company’s service includes pick-up 
of cargo at the point of origin, 
supervised dispatch of the ship- 
ment by the first and fastest carrier, 
and delivery to the ultimate des- 
tination. iy 





Film on Automotive 
Safety is Popular 

* Your Safety First, 
13% minute color film 
sponsored by the Auto- 
mobile Manufacturers 
Association, has been 
seen by almost 26 mil- 
lion people since its in- 
troduction 15 months 
ago. The film has had 
7,467 group showings 
and 314 telecasts; the 
number of live viewers 
totaled 523,925. a 
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: Film Scripts 





A heavy carrier, with a unique 
and revolutionary service, saves 
executive man hours every day by 
describing its operation and its 
benefits to shippers through a 
new film. The script was 

written by... 
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Artists of the arc-light come to us with a multitude of problems 

some ‘‘never before attempted.’ We give freely of our 
time and experience. 
But lighting is only one phase of film-making. Topflight 
cameramen, producers, directors, editors and recording engineers come 
in with their own unique problems—some ‘‘never before attempted.’ 
Because no one man alive knows everything 
there is to know about making motion pictures, we employ 
outstanding specialists in each category. Collectively we 
add up to more know-how than any organization east 
of Hollywood. 

So look upon CECO not only as headquarters 
for renting, selling and servicing the world’s finest 
professional equipment. Look upon us as friendly 
people you can come to for creative help. If 
you are eager to rise above cliché 
picture-making, scrape off the old techniques 
and let us help you apply a few coats of 
bright imagination. Come in— anytime. 








“LET THERE BE 








Model “Standard” “= 


When the Gods of Film Creation say—‘‘Let there be 


light !"—CECO*often has a hand in it. Not only do 
we have the largest assortment of lighting equip- 
ment to be found this side of the Rockies, we also 
have a staff that will put together any combination 
for any effect, whether it’s for studio or location. In 
lighting as in photography, CECOalways gives a 
hand to Creative Talent. If we can't throw light on 
the subject, nobody can. So try us—anytime. 


ADDITIONAL PRODUCTS 


Camera Equipment Company offers the 
world’s largest and most comprehensive line 
of professional cameras accessories, lighting, 
editing, processing, and animation equip- 
ment. The quality product isn’t made that 
we don’t carry. See our splicers—exposure 
meters—projectors—screens—marking pencils 
and pens—editor’s gloves—editing machines, 
racks, barrels, and tables—stop watches. 


Oxberry Animation Stand 


Designed to accommodate all Standard 
16mm and 35mm cameras and stop-motion 
motors, it features electric zoom, underlight- 
ing, top lighting, and a compound with east- 
west, north-south and rotating movements. 
Zooms from 3 to 12 field with 25mm lens 
and larger with adaptor 15mm lens. Table 
top 21”%x27” and 39” high. Made of 
welded steel, it utilizes 3 point floor suspen- 
sion. 
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35mm CECO Professional Film 
Viewer with Double System 
Magnetic Sound Reader 


Easy threading, portable. Views film 
on large 6”x4'%” brilliantly illumi- 
nated screen. Also available with single 
system optical sound reader, or as a 
viewer Only. Counter (illustrated) is op- 
tional, and can be easily attached. 
Available in 16mm models. 


Arri 35 Sound Blimp Model 400 


For 200 ft. or 400 ft. magazines. 
Camera on its synchronous 
motor base is cushion- 
mounted on rubber blocks. The 
Sauce wien viocieg Bons Accepts 2000-5000 Watt globe. 
of the ARRIFLEX 35 is re- Features easy-to-remove condenser, 
tained. Follow-focus is incor- rudder-type focusing handle with 


Mole-Richardson Senior Solarspot 


porated. No gears are required 
around the lens mount. A finger- 
tip dial permits the shutter to be 
turned over manually. //lustrated 


fingertip control, and quick-acting 
door catch. Elevates from 43” to 
100” (2 lifts). Lightweight but ex- 
tremely rugged. MR arcs and other 


on CECO Balanced TV Head. incandescent models to suit your 
every lighting need. 


AKG Polydirectional Condenser 
Microphone Model C-12 

Especially designed for TV, Recording 
and Sound Film Studios. Features 
switch box for remote control of 
directional characteristics, providing 
omni-directional, cardioid, figure 8 and 6 
intermediary patterns. Adjustable 

mike conforms with studio reverberation. 
Other AKG Microphones available. 


Magnasync Portable ~ ay 


er oe 
Masnaphonic Sound Record C; AMMERA Equipment (O ile 


For 16mm Magnetic film. 
Completely synchronous. Can 
be operated in stacked posi- 
tion (shown) or as a console 
unit. Ideal for low budget 
producer. MARK IX and 
SAFARI Models, and Dub- 
bers also available. 


315 West 43rd St., New York 36, N. Y. 
JUdson 6-1420 


* CECO trademark of 


Camera Equipment COmpany 





Tewe Directors Viewfinders 


Available in three models (/ to r: small, 
Model B, Model C) for 35mm motion 
picture camera fields. Models B and C 

also for motion picture TV cutoff and 

Image Orth aperture. Model C has 

an adjustable built-in mask for various 
35mm motion picture aspect ratios. 
Comes with leather case. 

Small model for 16mm and 35mm. 
16mm Model A also available. 





CECO Synchronous Stop 
Motion Motor For 
35mm Mitchell Camera 
Three speeds, % - % - 1 second or % - a Weinberg-Watson Modified Version 
Y% -1 second. 110-volt AC operation. , of Kodak Analyst 16mm Projector 
Easily mounted on camera, needs no ; iw Gives flicker-free projection at 
special tools. Equipped with frame i . speeds from 6 to 20 frames per 
counter. Available for 35mm Standard Hy :.. TEX second. Single frame operation 
Bell & Howell cameras. Stop Motion ih 8 r Sneed dnd severes without da- 
Motors available for 35mm Standard MM 1 f maging film. Quick transition from 
Bell & Howell, 16mm Arriflex, and : Br at ary 

16mm Cine Kodak Special. continuous to single frame. 








Krylon Dulling Spray and 
Craftint Spray Paint 


if CECO Krylon Dulling Spray 


Eliminates glare from reflecting 


doesn't have it see. surfaces. Dries in seconds. Harmless to 


high polish finishes. Easily removed 


’ 
iT ISN T MADE! Craftint Spray Paint 


For fast effective touch-ups on 








backdrops or scenery. Available in dark, 


Ms wm secout® 
medium and light grey, black and white eke 


FRANK C. ZUCKER 
Oy 


Panavision Brightness Meter (; AMERA CQuipme nT ©. ANC. 


Represents a new high in versatile, 

foolproof light measuring. Small in 

size, light in weight. Provides an ob- 

jective, accurate analysis of screen 

brightness. May be used for deter- 315 West 43rd St., New York 36,N. Y. © JUdson 6-1420 
mining exposure levels of distant sur- 

faces. Multiplier filters, incident light 

attachment available. 












California Oil Explains Its 
New Brand Name to Dealers 


Sponsor: California Oil Company 
TITLE: Operation Big Change, 30 min., b/w 
& color, produced by Walter Engel Produc- 
tions. 
vw California Oil Company, a subsidiary of 
Standard Oil Company of California, has been 
marketing “Calso” gasoline in the Northeast 
for a number of years. Recently, to more fully 
coordinate its marketing activities, the com- 
pany has switched its brand name to “Chevron,” 
a widely-known name in the West where 10,000 
service stations display the emblem. 
California Oil is using this film, Operation 





Above: Alfred Wall, president of California 
Oil, explains reasons for “Big Change.” 


Big Change, to show the 2000 Eastern Calso 
dealers why the change is being made, and the 
advantages it will have for them. 

Because of a last minute decision by the 
company to make the film, Walter Engel Pro- 
ductions drew the unenviable task of complet- 
ing the whole film from contract to delivery 
in three days. Nevertheless, the picture shows 
practically no signs of hasty production meth- 
ods. Talks by Calso officials explaining the 
change come off believably, as do scenes taken 
at advertising conferences at Batten, Barton, 
Durstine & Osborn. Westbrook Van Voorhis 
narrates portions of the film. td 








NOW EXISTING LIGHT” 
COLOR PHOTOGRAPHY 


WITH LIGHTNING FAST 


" F/1.0 


CARL MEYER 
16mm LENS 



















and New Tungsten Type Super 


Anscochrome 16mm Film 


Needle sharp focusing trom inf. 
Unconditionally 


to close-up! 


@ Coated 1”-F/0.95 Lens $249. 
@ Coated 1'2"-F/1.0 Lens $249. 
Write B&] “Lens Bank"’ for available lens list 
BURKE & JAMES, INC 
321 S Wabash Chicago 4 
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THREE NEW SPONSORED PICTURES THAT INTERPRET INDUSTRIAL PROBLEMS 


Teehniecal Film Tells Story 
of Glass in Engineering 


Sponsor: Corning Glass Works 
TITLE: The Nature of Glass, 37 min., color. 
produced by Paul Hance Productions, Inc. 
Designed for technical audiences, this film 
tells the story of glass as an engineering ma- 
terial. It describes the unique basic structure 
of glass and illustrates major types of glasses 
and their characteristics. Production and finish- 
ing processes are shown, along with some of 
the manifold end uses of glass as an engineer- 
ing material. 
In a laboratory experiment, the picture shows 
a slender bar of specially treated glass bend— 
but not break—under the weight of 200 pounds 
of steel. The viewer sees the making of a glass 
delay line for an early warning radar system 
and watches the deadly efficiency of a glass- 
nosed missile that senses the heat of a bomb- 
er’s motors to track it down and destroy it. 
Prints are available on free loan to industrial 
and technical groups and schools of college 
level and above from Association Films, Inc. 


Visualizing the Problems of 
Getting Oil From the Sea 


SPONSOR: Reynolds Metals Company 
TITLE:A Mile to El Dorado, 27 min.. color, 
produced by MPO Productions, Inc. 

This film takes its title from the fabled city 
of gold sought for centuries by Spanish ex- 
plorers. The mile to the modern “EI! Dorado” 
is a mile straight down—through the waters of 
Lake Maracaibo in Venezuela to one of the 
world’s richest oil deposits. 

The film depicts the beauty of the Venezuelan 
countryside and shows how oil production has 
helped to modernize the nation. It also shows 
the special problems presented by offshore 
operations in the lake, and how modern tech- 
nology is solving them. Aluminum-jacket 
offshore drilling platforms and aluminum 
underwater flow lines are among the new 
developments covered. 

A Mile to El Dorado is available to inter- 
ested groups through all offices of Association 
Films, Inc. Ind 


Be'ov: vice-presidents J. M. Stuart (Reynolds) 
and Larry Madison, MPO, at preview 
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The Case in Point: 


PRODUCT EDUCATION 


The Problem: How to assist custom- 
ers in establishing correct working pro- 
cedures for handling an improved 
chemical product. 


The Film: “Working With Skydrol”’, 
a 15-minute sound-color motion picture 
for Monsanto Chemical Company. 




















The introduction and general acceptance 
of the fire-resistant hydraulic fluids, *SKYDROI 
for piston-engine aircraft, and *SKYDROL 500 
for jet-engine aircraft, have been one of the major 
contributions toward aviation safety during recent 


years 
While these fluids 


properties which make them markedly superior to 


synthetic contain 
petroleum-base fluids, they do require different 
procedures in handling, storage and application 

To explain these procedures in simple 
terms to airline mechanics and technicians is the 


Working With Skydrol 


purpose of the film 


Copies of the film are being presented to each 
airline using the product, as an aid in simplifying 
their training problem 

Response to date from airline operators, 
both in the United States and abroad, has been 


most enthusiastic, with the result that Monsanto 
has gained considerably in customer goodwill 

If you have a parallel situation in your 
business, you will be interested in the techniques 
which have made “Working With Skydrol” so 
Write on your lett 


screening print 


successful rhead for a free 






CATE and MCGLONE 


1521 cross roads of the world 
hollywood 28, california 


SKYDROL: Monsanto T.M. Reg. U.S. Pat. Off 








RIGHT off the REEL 


On Two Significant New Films and an Audience 
Report from Dow on a Three-Year Film Success 





w Edgar M. Queeny, Board Chair- 
man of the Monsanto Chemical 
Company, has long been an en- 
thusiastic advocate of his com- 
pany'’s extensive and useful film 
program. Mr. Queeny knows films 
and their power to serve many 
purposes as few men do. He not 
only understands commercial util- 
ization, but most singularly, pro- 
duction methods—probably better 
than many professional film-mak- 
ers do. 

As an avocation, Edgar Queeny 
has carried his cameras to remote 
locations around the earth, pictur- 
ing—with rare insight—nature and 
the primitive life he found. His 
films, which he photographs, di- 
rects and edits by himself, with 
an assistant, have won the admira- 
tion of hundreds of perceptive crit 
ics and the respect of the motion 
picture production fraternity ev- 
erywhere. 

Made for Ducks Unlimited 

During the past year, Mr 
Queeny has spent all his spare 
time producing a new film for 
Ducks Unlimited, an organization 
which does immense good for con 
servation throughout North Ame 
ica. Called The Big Country, the 
45-minute color film is a pictorial 
record of the Alaska sock-eye Sal 
mon as it comes in from the sea 
to spawn in the far upland stream 
where it was born 





Underwater photography, which 
culminates the film, is particularly 
noteworthy, showing the spawning 
process in great detail. But the 
film also depicts 
ently — the physical magnificence 
of our new state 
the salmon 
fishing 
largest carnivore 


brown bear 


A Superb Motion Picture 

The Big Country is a superb 
motion picture in every detail 
photography, narration and an orig- 
inal score by Gene Forrell. Pro- 
duction costs alone — undertaken 
by Mr. Queeny as a contribution 
to Ducks Unlimited — have been 
estimated in the trade to be in the 
neighborhood of $100,000. It is 
hoped that this fine film may be 
seen by as wide an audience as 
possible. Id 


and most rever- 


lime is spent on 
rivers to record the 
activities of the world’s 
the Alaskan 





“Soft As a Cloud” and 
Its 233 Million Viewers 

* An educational motion picture 
on the benefits of softened water 
in the home has won an estimated 
23 million viewers in the three 
years since it was made. 

Reporting distribution figures 
for its 24-minute color film, Soft 
As A Cloud, The Dow Chemical 
Company said it has been shown 
to more than 15,000 individual 
group meetings and on 378 televi- 
sion broadcasts. Dow is a leading 
producer of ion exchange resins 
for water softening systems. 

Dow first undertook a national 
education program on the need for 
improving the quality of water 
used in the home in 1953. Since 
that time, more than a _ million 
pieces of literature have been pro- 
vided to teachers, home econo- 
mists, and other influence leaders 
throughout the country. 

As a part of this program, Soft 
4s A Cioud was sponsored by Dow 
in 1955 and placed in distribution 


through Modern Talking Picture 

Service, Inc. The film tells how: 
“The gentle rain falls softly on 

the land—and soft it is when first 


it falls. But when we use it in 
our home—to drink, to cook, to 
clean, to wash—minerals from the 
earth have made it hard. What 
does hard water mean to us? What 
is it? What can we do about it?” 

In almost three years of con- 
tinuous distribution, 15,576 meet- 
ings of all kinds with an audience 
total of 931,490 saw the motion 
picture. On 362 tv stations, pre- 
senting 378 telecasts, an audience 
estimated at more than 22,000,000 
also saw the film. 

The film has been used in high 
schools and colleges, in county 
home demonstration meetings, in 
service clubs and women’s club 
meetings, by the water softening 
industry and by many business and 
private groups. 

Reports and audience comments 
have supported Dow’s confidence 
in Soft As A Cloud. 

“I consider this one of the best 
teaching tools,” said an assistant 
professor of the textiles department 
at Ohio University. 

“We all enjoyed this informa- 
tive film,” reported a safety direc- 
tor at Schofield, Wisconsin. “It's 
surprising how little we know 
about the water we use.” i 


“Mid-East Profile’—a Timely. Informative Film 


Today much of the world’s at- 
tention is focused on the Middle 
East, where new ideas and ways 
from the modern world converge 
to threaten old patterns of life for 
every nation in North Africa, 
Southeast Asia and West Africa. 

Long dormant, this ancient land 
has been propelled into the midst 
of twentieth century civilization. 
Turbulent political problems and 


Bel« Ww 
brings 


to some the Middle East 
visions of Oriental rugs, 
Arabian arts and architecture .. . 





alignments followed the discovery 
of vast oil resources. The old 
order is struggling with pressures 
from Western democracy, and 
from Russian Communism. A new 
nation, Israel, has established roots 
in the midst of unwilling neighbors, 
and bitter antagonisms threaten the 
peace. 

The ultimate resolution of these 
manifold problems is destined to 
play a significant role in the future 
of all human history. 

Significant in This Era 

These conditions lend particular 
timeliness and significance to Mid- 
East Profile, 28'4-minute 16mm 
sound film produced for the Com- 
mission on Missionary Education 
by Film Productions International 
under the supervision of the Broad- 
casting and Film Commission of 
the National Council of Churches 
of Christ in the U.S.A. 

Cooperatively sponsored by 11 
member communions of the Na- 
tional Council of Churches, the 
film is related to the current inter- 
denominational foreign mission 
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study theme, “The Middle East.” 

Filmed in the Middle East in 
color, Mid-East Profile explores 
the powerful and conflicting forces 
at work there, and presents the 
opportunities open to Christian 
missions to help form a revitalized 
society. 

To understand the Middle East, 
the Christian must understand 
Islam, for 95% of the area is 
Muslim. The film examines the 
principles of Islam in detail, and 
explains in what ways it differs 
from Christian principles and 
practice. 

U.N. President Interviewed 

A high point of Mid-East Profile 
is an interview with Dr. Charles 
Malik, Lebanese educator and 
diplomat and Greek Orthodox 
Christian, who argues the point 
that the Protestant and Eastern 
Orthodox churches can and must 
make a unified approach to the 
Middle East. 

The film depicts some of the 
work now being carried on in the 
Middle East by Christian mission- 
ary groups in the directions of 
more widespread education, medi- 
cal and hospital care for those who 
cannot pay, educational programs 
for women, improved crop quality 
through agricultural training, reli- 
gious education by Arab pastors 
and teachers trained in the Near 
East School of Theology and 
printing presses supported by 
Christian missions, which do much 
to extend general enlightenment 
far beyond the Christian com- 
munity. 

Lloyd Young was executive pro- 
ducer of the film; W. Burton Mar- 
tin was church consultant; Alexan- 
der B. Ferguson was production 
supervisor. Jules Padilla and Rob- 
ert Smith were photographers; H. 
Kenn Carmichael, author; Douglas 
Cox, director; Dale Munier, edi- 
tor; and Jennison Varum, sound. 





Dealers Have Rental Prints 


Prints of Mid-East Profile are 
available on a rental basis from 
denominational film libraries and 
local audio-visual dealers specializ- 
ing in religious films. Daily rental 
rate is $12.00 for color prints; 
black-and-white prints are avail- 
able at $8.00 daily rental. nd 

os % 2 
Film Lists Available 

Two current useful lists, “A 
Sales Manager’s Film Guide” and 
“A Guide to Management Films” 
are available at only 25¢ each 
from BusINEss SCREEN’s Reader 
Service Bureau, 7064 Sheridan Rd., 
Chicago 26, Ill. Order today. 
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f One of America’s Great 
Industrial Film Companies 


723 SEVENTH AVENUE - NEW YORK 19,N.Y. PLAZA 7-8144 




















CAESAR-SALTZMAN 


Special Effects Optical Printers 
and Animation Equipment 


o ANIMATION 

e TITLES 

e STILLS 

e CARTOONS 

e TRICK PHOTOGRAPHY 





ANIMATION AND SPECIAL 
EFFECTS CAMERA STAND 
Medel No. 111-8 
An intelligent approach to today’s 
problems of TV commercials. It is 
made to serve the multiple tasks of 
the enimation field to take angle 
shots and zooms, matching zooms, 
—me as well as countless other 
photographic requirements. We man- 
ufacture a complete range of styles 

and sizes. 


OPTICAL PRINTER FOR 
SPECIAL EFFECTS WORK 


Will print 4 times reduction to 
4 times enlargement in one 
continuous zoom. Complete au- 
tomatic focus. Many combina- 
tions of movement and optical 
effects available. 


e INDUSTRIAL MOTION PICTURES 

e EDUCATIONAL MOTION PICTURES 

« TV MOTION PICTURES 

© ENTERTAINMENT MOTION PICTURES 














WRITE FOR COMPLETE LITERATURE 


CPS, J. G. SALTZ 
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Anti-Trust Division Asked to Investigate as 


N.Y. Producers See Possible Monopoly in Nets’ 
Control of TV Film and Videotape Commercials 


The Film Producers Association 
of New York has initiated legal 
exploration by the Anti-Trust Di- 
vision of the Department of Jus- 
tice of possible monopolistic prac- 
tices by the television networks 
with respect to production of film 
and videotape programs and com- 
mercials. 

FPA president Nathan Zucker, 
legal counsel Herbert Burstein, and 
public relations counsel Wallace A. 
Ross met recently with represent- 
atives of the Justice Department 
in Washington. They told Robert 
A. Bicks and Maurice Silverman 
of the Anti-Trust Division that the 
35 producers of film commercials, 
programs and documentary films 
belonging to FPA were apprehen- 
sive that the vertical integration 
of network control over broadcast 
time, outlets, programs, equipment 
and now advertising messages 
made on videotape is a threat to 
independent competition. 


Prevention is FPA’s Aim 


The “loss leader” principle of 
selling is a possible result of such 
monopoly, according to FPA — 
that is, “throwing in” videotape 
facilities for commercials as an in- 
centive to sell programs or broad- 
cast time. 

CBS-TV and NBC-TV already 
are offering videotape facilities to 
advertising agencies for the pur- 
pose of producing commercials, 
president Zucker pointed out. He 
emphasized that what FPA has in 
mind is not prosecution, but pre- 
vention. Recognizing that the net- 
works had a legal right to produce 
commercials and programs on 
tape Mr. Burstein pointed out that 
it was the possible illegal use of 
that right that concerns the inde- 
pendent producers. 

Producers asked for rapid ac- 
tion of the Division so that pat- 
terns of doing business between 
networks and advertising agencies 
would not be frozen or so firmly 
established as to cause irreparable 
harm to independent producers be- 
fore the situation was corrected. 

Early Conference Requested 

FPA representatives suggested a 
conference between the interested 
parties and other groups involved, 
such as labor unions. 

It was noted that two FPA mem- 
bers already have installed video- 
tape, and others had it on order, 
and that a videotape center to serve 
independent producers was in the 
offing. ba 


700 Films Entered in Venice 
Advertising Film Festival 

* A record total of 700 theatre- 
screen and television commercials 
have been entered in this year’s 
International Advertising Film 
Festival, reports Gordon Winkler, 
information director of the Thea- 
tre-screen Advertising Bureau. 
TsAB is the American member of 
the International Screen Advertis- 
ing Services, sponsor of the fes- 
tival. 

The competition, in which film 
experts from 11 nations judge the 
best advertising commercials, was 
held in conjunction with the Venice 
Film Festival, September 19-25. 

Harry Wayne McMahan, vice- 
president in charge of tv commer- 
cial operations at Leo Burnett 
Company, Inc., Chicago, repre- 
sented TsAB and served as a 
judge. ye 

x * * 

Melvin Shaw Sets Up 

West Coast Workshop Office 
vy Melvin Shaw, screen writer, who 
transferred his creative activities 
to the west coast earlier in the 
year, has now set up permanent 
office facilities in Hollywood. His 
address is 216 Hollywood Profes- 
sional Building, 7046 Hollywood 
Boulevard. Telephone is HOlly- 
wood 9-0042. a 





Beeause We're 
NOT The 
Biggest... 


. . the boss—that’s Milton 
Stark—gives his undivided at- 
tention to every detail in pro- 
ducing motion pictures. 

He’s ready to do a job in 
your city or anywhere in the 
world. He has recently com- 
pleted a commission which 
took him to Europe. 


As “architect and master 
builder,” he'll furnish the 
ideas as well as the production. 


Correspondence invited. 


STARK FILMS 


Producers of 
Motion Pictures that sell 


Howard & Center Streets 
BALTIMORE 1, MARYLAND 
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SEND FOR FREE LITERATURE 


Get full details on how TSI Teclite 
will improve the projection of 
your 16 mm sound motion pictures 
—and give you years of trouble- 
free service. Or—ask us for the 
name of a nearby dealer 

_ who will give you a demonstration. 
... Write today to 

Technical Service, Inc., 

Dept. T-1, 30865 Five Mile Road, 
Livonia, Michigan. 
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RUGGED DEPENDABILITY 
FOR DAY IN—DAY OUT 
SERVICE ... YETIT 
WEIGHS ONLY 

30 POUNDS! 


NEW 
EASE OF OPERATION 


Setting up is quicker because 
of new roller film guards, 
push-button threading check 
and outside framing 

knob. Its fingertip controls are 
centralized. Two speeds and 
reverse. Loop-setter, 

self compensating take-up. 
Teclite is a dream to operate! 





NEW 
BRILLIANT PICTURE QUALITY 


Clear, sharp quiet projection through 
positive yet gentle film control. 
Straight line optical system and highly 
efficient cooling of lamps up to 1200 
watts give you perfect projection. 


NEW 
FULL RANGE HI-Fi SOUND 


Completely new 15-watt AC-DC 
amplifier and big 8” speaker 
(detachable if desired) give you 
true-life sound in small rooms 
or large auditoriums. 
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Two Improved Models 
of Versatile Projectors 


In addition to its dramatic new 
Teclite 16 mm projector, Techni- 
cal Service, Inc. announces im- 
proved models in its unique line 
of Duolite and MovieMatic pro- 
jectors. Both are lightweight 
models designed for easy porta- 
bility. Each can be used, without 
shielding or shading, in fully 
lighted rooms for audiences of one 
to twelve people. For larger audi- 
ences of up to 100 they can be 
used in conventional darkened 
areas. @& 
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PORTABLE...The DuoliteDU6 
weighs just 26 pounds; the 
MovieMatic D-4: 27% pounds. 


Projects on Self-Contained 
or Conventional Screen 


This lightweight Duolite DU6 pro- 
jector is designed specifically for 
use as a sales or training tool. With 
it you can easily take your sales 
message direct to your customer 
Films may be shown on desk top 
in fully lighted room on built-in, 
self-contained screen. For conven- 
tional viewing by larger audiences 
any standard screen may be used. 





MovieMatic Model Uses 
Repeater Film Magazine 


The TSI MovieMatic D-4 is ready 
to go at a moments notice. Re 
peater magazine is automatically 
ready for the next showing. Has 
all the features of the DU6 men- 
tioned above, plus the repeater 
magazine, yet comes in a compact 
unit weighing only 2742 pounds. 


Literature Available 


For more complete information 
on these and other models in the 
TSI line of projectors, write Tech- 
nical Service, Inc., 30865 Five 
Mile Road, Livonia, Michigan 











FOR PRODUCERS 

OF VISUAL SELLING 
IN MOTION PICTURES 
SLIDE FILMS 

TV COMMERCIALS 


£ htsbere inc 


offers a complete production service 


animation 
slide tilms 
titles 
telops 

flip cards 


lettering 
layout 

maps 
backgrounds 
retouching 


color correction of 
packaged products 


a wide 
assortment 
of type for 

hot press tities 


type catalogue 
on request 


421 WEST G4rThH STREET, NEW YORK 19,N.¥ 
PLaza 7-19296 














First Choice of Industry 
is Business Screen Magazine 
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PICTURE PARADE 


Schering’s Veterinary Pix 
Wins Medical Film Award 
Schering Corporation, Bloom- 
field, N.J. pharmaceutical manu- 
facturer, was awarded a first prize 
in the “professional teaching” cate- 
gory for its educational motion pic- 
ture, “METI” Steroids in Veteri- 
nary Medicine, at the 1958 na- 
tional meeting of the Biological 
Photographic Association recently 
in Washington, D.C. 
The prize-winning Schering film, 
a 30-minute sound-color produc- 
tion, describes the many valuable 
and effective uses of the “METI” 
steroids in veterinary medicine. 
The Biological Photographic As- 
sociation is a national professional 
society dedicated to the advance- 
ment of quality and techniques in 
the fields of medical and scientific 
photography. ye 
* * * 
Florida U. TV Specialist is 
Cited for Farm Film Work 
William G. Mitchell, farm tv 
specialist at the University of Flor- 
ida, Gainesville, received a na- 
tional award for his tv film work 
during the annual meeting of the 
American Association of Agricul- 


tural College Editors at the Uni- 
versity of Wisconsin, Madison. 

The award, made by the Farm 
Film Foundation, carries a grant 
of $500 for research and study in 
film production. 

Mitchell was cited for films he 
had produced on quality egg pro- 
duction, soil testing and Christmas 
safety. 

Besides farm films, Mitchell has 
produced a weekly tv program for 
three years, and this fall will con- 
duct a 30-minute program over 
the new University of Florida tv 
station. Lad 

* oa * 


Animation, Inc. TV Spot Wins 

vy A Speedway Gasoline tv com- 
mercial produced by Animation, 
Inc., Hollywood, Calif., for the 
W. B. Doner Agency won top hon- 
ors in a recent competition spon- 
sored by the Advertising Associa- 
tion of the West. In the 1957 
A.A.W. competition, Animation, 
Inc. took top honors in three film 
classifications as well as the Sweep- 
stakes trophy. ai 


* ok * 


Big Shipbuilder Recruiting 
Engineers with a New Film 


Newport News Shipbuilding and 
Dry Dock Company is pushing for 


SPEED PANCHRO SERIES 11 


the widest possible distribution of 
its new motion picture, Always 
Good Ships, among audiences of 
college engineering students. The 
20-minute color film has as its 
principal aim the encouraging of 
engineers to make shipbuilding and 
the company their career. 

Produced by Fordel Films, Inc., 
from the script by Oeveste Gran- 
ducci, Inc., the film also will be 
shown to engineering societies and 
other technical groups, and to in- 
terested audiences of non-technical 
people. 

Requests for screenings should 
be made to Newport News Ship- 
building and Dry Dock Company, 
Newport News, Virginia. a 

ok a * 

Niles “Cross-Country” Series 

Back After Summer “Vacation” 
vy After a three-month summer 
hiatus, Cross-Country, the tv-film 
program produced by Fred A. 
Niles Productions for rural Amer- 
ica, resumed regular telecasts the 
week of September 8. The show 
was telecast on 40 tv stations in 
dense rural areas during the noon 
hour from late January to mid- 
May. Two large regional sponsors 
were the Charles Pfizer Company 
and the F. E. Myers Company. 
Other sponsors participated locally. 


A new range of lenses designed to meet present day 
requirements in the field of motion picture photography. 











1. Design employs latest rare earth glasses. 
2. Seven basic designs applied to twelve focal lengths. 


Series designed to cover 0.723"' x 0.980" 
(18.37 x 24.89mm) frame size. 


Available in unmounted units and in Taylor-Hobson 
designed mounts for 35mm Mitchell NC, Arriflex and 


a. 
Construction 
9 (7) 
9 (7) 4. High standard color correction. 
7 (5) 
7 (5) 5. Improved definition. 
7 (5) 
6 (4) 6. Uniform image illumination. 
6 (4) 
5 (4) A 
5 (5) 
5 (5) 
5 (5) Camerette cameras. 
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TAYLOR TAYLOR & HOBSON LID. 


LEICESTER, ENGLAND 


Sole Agent for United States and Canada: 


ALBION OPTICAL COMPANY 


1410 N. VAN NESS AVENUE 


HOLLYWOOD 28 
CALIFORNIA 
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Mitchell Camera installation for radar tracking studies. 


HOW MITCHELL CAMERAS) = {5 =p > 





oO} |: 
ol" ag Oe 











O0O00 











SUPPLY VARIED DATA IN ROCKETS wm 
AND MISSILES DEVELOPMENT [2 ee 





e Exact Pin Registration 
During Film Exposure 


¢ Event Time to 1 Millisecond 


Extensive testing instruments incorpo- 
rating Mitchell 16mm, 35mm and 70mm 
cameras provide key data at the U.S. 
Naval Ordnance Test Station at China 
Lake, Calif., one of the primary weapon 
development centers of the Navy’s 
Bureau of Ordnance. 


Fifty Mitchell 35mm cameras are used 
on radars, tracking camera mounts and 
fixed tripods to record missile and rocket 
development. Camera motors allow syn- 
chronous as well as in-phase operation 
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CORPORATION 


666 WEST HARVARD STREET 
GLENDALE 4.CALIFORNIA 


Cable Address: “‘“MITCAMCO” 





Data dial instrumentation by Mitchell camera. 


of several cameras covering a test... 
important in film assessing. Eight 16mm 
Mitchell cameras are used for pictorial 
coverage of tests. 


One metric photographic group shoots 
as much as 20,000 feet of 35mm film in 
one day. Other Mitchell cameras record 
underwater, engineering and aviation 
tests at this ordnance center. 


For information on Mitchell cameras, 
write describing your requirements. 


| | 85% Of Professional Motion 
Pictures Shown Throughout The World 
Yo» Are Filmed With Mitchell Cameras 














oO000 


Oo Ek 


Miss Distance—Gap between missile 
and target at point of interception. 
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Flight Time —A series of lines on film; 
timed to accuracy of 1 millisecond. 




















Position Data—Target location with 
azimuth and elevation readings. 
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Pictorial Record —Record of all visible 
actions during test. 
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Separation Data—High-speed separa- 
tion actions for detailed study. 











HOW IS THE 
MANAGEMENT 
UNDER YOU? 





How well are your policies and 
orders carried out by your sub- 
ordinates? 


The answer to that question de- 
pends upon how well your super- 
visors represent management to 
your employees. 


Make sure that the management 
under you is what you want it to 
be. Show your supervisors how to 
represent management with: 


“THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 

@ “INDUCTION AND 
JOB INSTRUCTION” 

@ “HANDLING 
GRIEVANCES” 

@ “MAINTAINING 
DISCIPLINE” 

@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 

@ “PROMOTING 
COOPERATION” 

@ “INTERPRETING 
COMPANY POLICIES” 


Write for Details on 
Obtaining a Preview 





Rocket Pictures 


INC. 
6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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Most Popular U.S. Films at Brussels 


Audience Interest Remains High; Set Special Medical Showings 


According to Andre Gregory, 
assistant to Jean Dalrymple, and 
in charge of the continuing docu- 
mentary film program in the 
American Pavilion at the Brussels 
World’s Fair, film showings will 
average seven hours during August, 
September and October. This will 
represent the bulwark of the pro- 
grams to be presented during this 
period; films will be shown during 
the evening hours as well as in the 
morning and afternoon as has pre- 
viously been the case. 

Mr. Gregory reports that the 
average attendance in the Ameri- 
can theatre for films has been 
about a thousand—(contrasting to 
the less than a hundred at the reg- 


ular film showings in the Argen- 
tine, British and Canadian thea- 
tres). Most popular films shown 
have been American Engineer, 
Coney Island, Earth Is Born and 
Window Cleaner. Other particu- 
larly well-received pictures have 
been: Children’s Theatre, The 
City, Day of the Fight, Echo of an 
Era, Museum of Art and Out of 
the North. 

In addition to the regular docu- 
mentary film showings in the Pavil- 
ion, Mrs. Catherine Howard, 
Deputy Commissioner, has started 
a program of professional medical 
films for professional audiences, 
which are causing much favorable 
comment. Ly 


America’s “Home Town” Symphonies Filmed for World 


vx The first of a series of feature- 
length documentary motion pic- 
tures which will help to explain 
some of the major facets of Amer- 
ica’s cultural life to the people of 
the free world has just been com- 
pleted for the United States Infor- 
mation Agency by Trident 
Films, Inc 

Titled Symphony Across the 
Land, the 35mm color film in- 
cludes sequences featuring the 
symphony orchestras of Atlanta, 
Ga.; Knoxville, Tenn.; Wichita, 
Kan.; Oklahoma City, Okla.; and 
Denver, Colo. 

Intended solely for overseas 
distribution, the film’s world pre- 
miere will be in the U.S. Theatre 
at the Brussels World's Fair. 


Each Sequence Is a Story 


While all of the orchestra se- 
quences in Symphony Across the 
Land are related, each one has its 
own individuality and its own 
story. For example, the Atlanta 
Symphony is shown performing 
for polio patients at the Warm 
Springs Foundation. Within this 
sequence there are two subjective 
dream montages. 

The sequence filmed in Knox- 
ville includes a composer-conduc- 
tor story, featuring composer 
David Van Vactor working over 
the new score with the conductor 
at his home and at a rehearsal 
with the orchestra. 

In Wichita, two orchestras are 
featured — the Youth Orchestra 
and the semi-professional Adult 
Orchestra. Here the film delves 
into personalities, as viewers learn 
to know who the individuals are 
who comprise the orchestra — 


schoolboys racing from football 
practice to a rehearsal session, etc. 

The Denver sequence, last one 
to be filmed, shows the Denver 
Symphony Orchestra in a perform- 
ance at the Red Rocks Amphi- 
theatre near Denver. Three Tri- 
dent camera teams, including one 
in a helicopter, were used in shoot- 
ing this segment. 


American Composers Featured 
Most of the music in the film is 
by American composers. Selec- 
tions include works by Paul Cres- 
ton, Piston, Van Vactor, and Don 
Gillis, as well as Bizet and Mous- 
sorgsky. Script was written by Guy 
Benson of Trident Films, who also 
was in charge of production. In 
addition to the major symphony 
sequences, “Americana” inserts 
filmed under Benson’s supervision 
are woven into the finished film. 
Symphony Across the Land, 
considered by U.S.I.A. to be its 
most important 1958 motion pic- 
ture project, is the agency’s high- 
est budgeted film of the past five 
years, and will be the first of a 
series on major cultural subjects. 
The film will not be released by 
the U.S.LA. for showings to gen- 
eral U.S. audiences, but the or- 
chestras featured in the production 
will be given a print for their own 
promotional and non-commercial 
since their 


uses, services were 

furnished to the project without 

fees. LJ: 
x a a 


Three Esso “State” Films on 
U.S. Program at Brussels Fair 
Three of Esso Standard Oil 
Company’s public relations films, 
(CONTINUED ON PAGE 26) 
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La Helle... 
leader in AVT 





Whatever your story, it will come 
to life through the impact of a full 
color and synchronized slide-sound 
presentation on the LaBelle Maes- 
tro II AVT . . . Why? Because 
with LaBelle you have built-in ca- 
pacity—up to /50 slides for up to 
1% hours of continuous, automatic 
projection. You can use more 
slides to build up to the punch of 
any given point . . . keeps your 
story moving, alive, interesting. 
This can’t be done with limited 
capacity automatics. Every set of 
slides is safely, compactly stored 
in inexpensive LaBelle magazines 
. always in proper sequence, 
ready to show. 
You are the master of your story. 
A silent signal you place on the 
dual-track tape commands slide 
change, when you want it. Slide 
change is instantaneous... a 
movie-type shutter eliminates 
streaking, glare, or blanks. The 
optical system is the best . . 
brilliant, clear, exciting. 


Should your story change and re- 
quire new narration or additional 
slides, the dual-track tape record- 
ing system can be spliced or erased 
and re-recorded on either track. 
Presentations can be customized 
to fit a particular situation . . . se- 
quences can be rearranged, slide 
cycles lengthened or shortened, 
drama built in by combining a 
series of action slides with appro- 
priate sound effects—truly action- 
ized projection. 

Get all this, and so much more, 
with the LaBelle Maestro Il AVT 

. a totally new concept in audio- 
visual projection and at an 
unbelievably low cost. Write for 
the complete story and a demon- 
stration—TODAY. 





LaBelle Industries, Inc. 
Dept. B 
OCONOMOWOC e« WISCONSIN 
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wee" RADIANT 
LENTICULAR =: 


FOR LIGHTED ROOM PROJECTION = 


Of vital importance to all users of audio-visual 
aids is this new and different kind of “lenticu- 
lar” screen surface—the result of more than 
7 years research and development work by 
leading optical engineers and physicists. 
Actual tests have definitely proven that this 
surface is extremely effective for projecting 
in undarkened or even lighted rooms where 
no extreme or unusual ambient light condi- 
tions prevail. 











SCREENS 








THERE ARE MORE THAN 100,000 
TINY LENSES on each Radiant 
“lenticular"™ screen surface— 
that concentrate and reflect 
light with maximum brilliance 
over a wider viewing area 
This surface is fungus and 
flame proof and washable. 


TESTS PROVE 
Special electronic testing equipment is used to 
check the efficiency of all reflective surfaces by 
Radiant’s engineering staff. This equipment 
measures accurately light gain (brightness), 
percentage of fall-off, quality of reflection, and 
other factors vital to good projection results. The 
new Radiant “lenticular” surface has been sub- 
jected to these exacting tests with the following 
findings: 
: ’ THE NEW “‘EDUCATOR'’ SCREEN—WITH LENTICULAR ""UNIGLOW" 
1 Radiant “lenticular” Screens showed a very . .. sereen surface is available in sizes from 37” x 50” through 
high brightness gain with a minimum of 70” x 70”. Exclusive TOEmatic leg lock, all-metal slat 
fall-oif at sides. extreme height adjustability, and many other features. 


bar, 


2 Radiant “lenticular” Screens provide in- 
creased brightness to an area 45° to each side 
of axis, thus offering a 90° good viewing area. 

3 Radiant “lenticular” screen surface reflects 
colors with increased vividness and greater 
contrast. 


RADIAN 


P.O. BOX 5640, CHICAGO 80, ILLINOIS 


A subsidiary of The United States Hoffman Machinery Corporation 


MAIL COUPON FOR FREE DETAILS 





Le cee cee ces ces es es ce ee comes el 


RADIANT MANUFACTURING CORP. 
Dept. BS-98, P.O. Box 5640, Chicago 80, Illinois 


Please rush me FREE sample swatch of new Radiant 
“Lenticular’’ Uniglow Screen surface—and full details on 
this new type of projection screens. 


i etteuititeecees = 





Address_ 
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NUMBER 6 © VOLUME 19 * 1958 F 








ET MORE FOR YOUR PROJECTOR DOLLAR 


If the high cost of 16mm arc projectors is forcing you to 
“make do”’ with an auditorium-type incandescent — you 
owe it to yourself to consider the Victor 1600 Arc. It 
delivers a full 1600 lumens of light on the screen at 30 
amps with Mark II Shutter— more than three times that 
of any incandescent — yet it’s still easier on your budget 
than other 16mm arcs. It incorporates all advanced 
Victor projector features and a powerful 25-watt am- 
plifier. The 1600 Arc runs for a full hour on one set of 
carbons, does not require a special projection booth, and 
is the only arc projector made with 3-case portability. 





SEND FOR ®PREE LITERATURE ON VICTOR 





“VICTOR SOVEREIGN 25 


VICTOR MODELS FOR 
SMALLER AUDIENCES 
OFFER QUALITY FEATURES 
FOUND ON THE 1600 ARC 


VICTOR ASSEMBLY 10> 


' SPECIFICATIONS: 

Selenium Rectifier has top-mounted controls, swing- 
out legs, built-in tilt lock, is blower cooled. Also serves 
as base for projector. 

Speaker case houses 12" bass reflex speaker and is 
carrying case for 25-watt amplifier-projector unit. 

Lamphouse has built-in ammeter with motor rheostat, 
automatic carbon feed, external arc position marker. 

Compare the Victor 1600 Arc side by side with any 
other 16mm arc and see for yourself how much more you 
get for your projector dollar. 





1600 ARC AND OTHER VICTOR A-V PRODUCTS 





A DIVISION OF KALART 


PLAINVILLE, CONNECTICUT 





\ Eee CORPORATION « EST. 1910 


Producers of precision photographic and A-V equipment 


Name 








Position 





Address. 





City 





Zone State 





Dept. BS-2 





26 


BUSINESS 


Films at Brussels: 


(CONTINUED FROM PAGE 24) 


New York, Maryland, and South 
Carolina, have been a regular part 
of the United States film program 
at the Brussels World’s Fair, ac- 
cording to John Bransby Produc- 
tions, which produced the motion 
pictures for Esso. Each of the 
16mm color films runs 30 minutes. 

South Carolina, however, was 
not new to foreign audiences. It 
was one of the films selected for 
overseas viewing in 1949 by the 
State Department to help tell the 
American story abroad. ba 


* * * 


Alexander Film Helped Make 
Denver Symphony Sequences 
vy Alexander Film Company co- 
operated with Trident Films, Inc., 
in the filming of the eight-minute 
sound-color sequence of the Den- 
ver Symphony Orchestra for the 
United States Information Agen- 
cy’s documentary, Symphony 
Across the Land, premiered at the 
Brussels World’s Fair. 

The sequence was filmed at the 
famed Red Rocks Amphitheatre 
just outside Denver. Following 
its run at Brussels, Symphony will 
tour 27 countries under USIA aus- 
pices. 

* * * 
Magnasync Executives Check 
Multi-Vox Units at Geneva 
* D. J. White and W. H. Stutz, 
executives of Magnasync Manufac- 
turing Co., Ltd., left early in Sep- 
tember for Europe, where they will 
attend the Second Annual Inter- 
national Conference on the Peace- 
ful Uses of Atomic Energy in Ge- 
neva, and the famed “Photokina” 
exposition in Cologne. 

Magnasync furnished the four- 
track-on-16mm equipment which 
was used in the “Multi-Vox” thea- 
tres set up in Geneva for the U.S. 
Atomic Energy Commission by 
Lytle Engineering Co. (See Busi- 
NESS SCREEN, Issue No. 5, 1958, 
Page 29). 

The Multi-Vox machines store 
four different foreign languages for 
interlock playback with films which 
dramatize the progress being made 
by the U.S.A. in harnessing the 
atom for peaceful uses. With the 
sound playing back through ear- 
phones, the listener can select his 
native tongue as he watches the 
picture. 

During their nine-country Euro- 
pean tour, White and Stutz will 
consult with leading motion pic- 
ture and television authorities re- 
garding their video tape recording 
process. Ry 
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SEA OF FACES... 





A variety of people . . . Each 
with his own personality, char- 
acteristics, habits, way of doing 
things. 


They are your prospects — with 
wants and needs for a variety 
of products and services. 


But . . . when it comes to selling 
them—be they tough, timid, ob- 
stinate or know-it-all — they 
have one thing in common — a 
desire for gain! 


Show your salesman how they 
can turn this desire into in- 
creased sales. 


Show them with: 
“ARE PROSPECTS 
DIFFERENT?” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


Write for Details on 
Obtaining a Preview 





Better Selling Bureau 
6108-B Santa Monica Boulevard 


Los Angeles 38, California 
A Division of Rocket Pictures, Inc. 





& 














New Air Force Films Explain 
Contract Work, “Team” Value 
vy The U.S. Department of the 
Air Force has made available for 
public educational use two 16mm 
sound motion pictures that will be 
distributed through United World 
Films, Inc. 

How to Live With an Air Force 
Contract (19 min., color) is aimed 
at promoting a clearer understand- 
ing of governmental contract pro- 
cedures among civilian business 
men who are making their first 
ventures into this field. The film 
explains the A.M.C. Field Pro- 
curement and Promotion mission 
when a small manufacturer is 
awarded his first contract; and how 
production specialists visit the 
plant to help iron out problems 
and enable the contract to be com- 
pleted on schedule. 

A second motion picture, de- 
signed for the U.S. Air Force 
personnel training program, is be- 
lieved to have value in all educa- 
tional areas where the vital im- 
portance of teamwork needs to be 
stressed. 

No Man Alone (21 min., b & w) 
uses scenes of famous football 
games and interviews with star 
players to present the thesis that 
sportsmanship and teamwork de- 
velop the moral fibre required for 
a useful and well-adjusted life. 

Inquiries concerning previewing 
and use of these films should be 








addressed to United World Films, | 
Inc., Government Dept., 1445 | 
Park Ave., New York 29. a 


ca HE * 


Films are Part of St. Louis 
TV Station’s “Sales” Series 


ve A special series of television 


programs on sales training, en- | 


titled Sales Magic, is being planned 
for showing this fall over station 
KETC-TV, St. Louis educational 
tv station. Frank Block Associates, 


| 
| 


St. Louis advertising and public | 


relations firm, is cooperating in 
producing the series. 

Showings will be from 8:30 to 
9:00 p.m. on Wednesdays, begin- 
ning October 1. Film portions of 
Sales Magic are being supplied by 
Swank Motion Pictures, Inc., St. 
Louis. 

Earlier tv series on which the 
agency and the station cooperated 
were titled Creative Marketing and 
Brainstorming. ae 

* * K 
Lux-Brill in New Location 
xx Lux-Brill Productions, Inc., has 
moved its offices and sound stages 
to new quarters at 319 East 44th 
Street, New York. th 
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““Let’s use 13-7—SINCERITY— 


and 14-2—SE.LING SCHERZO.”’ 


a 
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“SINCERITY” and “SELLING SCHERZO”’ are two 
music selections from our library of high 
fidelity magnetic recordings, for subtly en- 
hancing your presentation. Sound is just one 


of the services we supply—in depth. 


RCA and Westrex Sound Recording + Editing « Processing 
Printing, Color and Black-and-White - Magnetic Laminating 


CAPITAL 


FILM LABORATORIES, INC. 


19065 Fairview Ave., N. &., 
Washington 2, 0.C. 
LAwrence 6-4634 


SAG Board Approves Direct 
Representation for Branches 


Branches of the Screen Actors 
Guild in cities throughout the 
country will have direct represen- 
tation on the SAG’s national board 
of directors, if members approve a 
recommendation made by the na- 
tional directors at their conference 
in Hollywood in mid-September. 

SAG’s membership will be 
asked to approve the directors’ rec- 
ommendation for enlarging the 
national board in a mail refer- 
endum. 

While SAG branches in cities 
such as New York, Chicago and 
San Francisco each elect their own 
councils, and vote in the election 
of national officers and members 
of the board that meets in Holly- 
wood, they have not previously 
elected national board members to 
directly represent their particular 
branch. 

Following discussions between 
Guild officers and the various 
branches, the SAG board has 
adopted the principle that each 
major branch shall have direct 
representation on the national 
board, and that board members 
from branch cities shall attend 
board meetings in Hollywood. 

About 70 percent of the Guild's 
12,500 active members reside in 
the Los Angeles area; 23 percent 
are in New York, and the balance 
in other cities. ey 

te ok 


A. J. Platt Now Managing RCA 
Audio-Visual & Sound Sales 

A. John Platt is now manager 
of audio-visual and sound sales for 
Radio Corporation of America, 
with headquarters in New York 
City. In his new position he has 
charge of the sale of a-v products— 
including 16mm _ motion picture 
projectors and tape recorders. 

A native of Pittsburgh, Platt 
joined RCA in 1941 as a sales 
representative there, and later 
served in the Cleveland office. Be- 
fore his most recent appointment, 
he was manager of theatre equip- 
ment field sales for RCA. 

He is an advisory member of the 
standards committee of the Divi- 
sion of Audio-Visual Instruction, 
National Education Association, 
and of the Society of Motion Pic- 
ture and Television Engineers. 
Byron Opens Florida Office 

Dudley Spruill, general man- 
ager of Bryon, Incorporated, has 
announced the opening of a branch 
office of the company in Orlando, 
Florida, at 1224-26 Colonial Dr. 
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in San Francisco 


You're in good company * 
at Palmer Films... 





Offering complete services under 
one roof: 
® scripting 
@ photography 
@ sound recording 
@ editing 
® printing 

... and supervision of the thousand 
details in between. 


* drop us a line to find out the 
kind of company you keep. 


10. al. . YUKON 6-S961 
A. 


e Jalmer films, ne. 


6 HOWARD STREET, SAN FRANCISCO & 





For 16mm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 








FOR SALE 


35mm ORIGINAL 
WALL CAMERAS 


Complete with 12-Volt motor, 


four lenses and two magazines. 
PRICE $1,200.00 


CAMERA EQUIPMENT 
COMPANY, INC. 


315 W. 43rd St., New York 36, N. Y. 
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Photo shows six Arriflex 16 cam 
eras and blimp assembled in 
Yeltlire 


one of Calvin's 


ifelel te 


ALVIN co 


INCORPORATES 


THE © 
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KANSAS CITY = 
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Calvin Goes ARRIFLEX 


The CALVIN Company, Kansas City, is one of the 
most unique and respected firms in American cine- 


matography. 


It is the only fully integrated 16mm motion picture 
facility in the U.S.A. performing internally every 


The annual motion picture workshop run by CAL- 
VIN, attracts hundreds of cinematographers from 
all over the U.S.A. 


Truly, the CALVIN Company is an outstanding 
firm in the motion picture field. 


phase of film production: original scripting, filming It is significant that CALVIN has selected ARRI- 


on its own sound stages or on location, music and oe ; 
FLEX cameras to modernize its equipment. 


sound-recording, animation and titling, processing 
and printing—including Kodachrome—all under the 
roof of CALVIN’S 7-story building. 


You, too, can save money by switching to ARRI- 


FLEX, the most versatile professional 16mm camera. 


OS tee eee eo eee ae 7 

FIND OUT ALL DETAILS by filling out and = To: KLING PHOTO CORP. ‘ee \ 
mailing this coupon. 257 Fourth Ave., New York 10, N. Y. ) , 
ARRIFLEX EQUIPMENT is available on con- Ne a ip aan Ae 
venient long-term lease plan with purchase . wou RS WES Hrerature: i 
option. 1 Arriflex 16 Arriflex 35 Lease Plan i 

; TRIRLITOR Demonstration without obligation (of course) I 

I 

EBLING PHOTO CORP. Bi me t 
! 

257 Fourth Avenue, New York 10, N.Y Compony \ 

7303 Melrose Avenue, Hollywood 46, Cal Address 

In Canada: Gevaert (Canada) Ltd., 345 Adelaide St., West, Toronto City Zone Stote 1 
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Six powerful reasons why new RCA 
Life-Tested’™* Projectors out-value ‘em all! 


are upsetting all , yerelen| 


leadership in 16mm , ent. Here’s 


the inside y on how y’re doing 


> 


‘Ore 





Maximum Light—First projectors Built-in Lubrication—Sintered Film Protection—Newly designed Easiest, Fastest Threading — Takes 
spec ally designed for more power- metal parts are oil-impregnated, nylon sprocket shoes and synthetic- less than 30 seconds, along exclusive 
ful 1200-watt lamps. making lubrication unnecessary. sapphire pressure shoe protect film Thread Easy film path. 


at all critical points. 





*Rigid endurance standards have been set for 
RCA “LIFE-TESTED” Projectors. individual 
components as well as finished projectors 
ore subjected to continuous testing to evalu- 
ate the durability and efficiency of all 





Wear-Resistant Case— Surf green Famed RCA Sound Quality— 


fabric case takes more scuffing and Intermatched projector, amplifier operating ports. “LIFE-TESTED” ot RCA 
abrasion, is twice as resistant to ond loudspecker reproduce sound meons better, more reliable performance 
ordinary wear. with life-like realism. from RCA projectors. 











RADIO CORPORATION of AMERICA 


AUDIO-VISUAL PRODUCTS 


CAMDEN 2, NEW JERSEY 
in Canada: RCA VICTOR COMPANY LIMITED, Montreal 





Tmk(s) ® 
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GOLDEN OPPORTUNITY FOR PROGRESS IN AUDIO-VISUAL COMMUNICATION 


A Major Effort in U. S. Education 


U. S. Office of Education to Administer National Defense Education Act 


Providing Millions for Media Research; Matching Funds for Acquisitions 


Pps EDUCATION AND INDUsTRY have 
common cause as the nation strives for 
improvement in the curriculum on all levels, 
for an increase in both the quantity and quality 
of teaching and to aid worthy students with 
scholarship and fellowship programs. 

Science, mathematics and modern foreign 
languages as well as important areas of voca- 
tional education are the beneficiaries of the 
National Defense Education Act of 1958, 
enacted by the 85th Congress. But industry 
and the nation as a whole are also important 
beneficiaries of an improved education system. 
And from industry, vital help and counsel 
should be forthcoming to assist in certain areas 
of research, curriculum development and other 
sections of the Act. 


Audio and Visual Media Designated 


Audio and visual media of communication 
figure importantly in the new Federal program. 
They are specifically named for research effort 
under Title VII and encouragement for state 
and Federal matching funds to enable the 
schools to acquire and use these modern in- 
structional tools is amply provided in other sec- 
tions. Administration of the Education Act is 
vested in the U.S. Office of Education and its 
Commissioner of Education. An Advisory 
Committee on the New Educational Media, 
provided for in the legislation, will bring repre- 
sentatives of science, education and industry 
together for useful counsel and approval of 
research and material procurement. 


ok * os 


At presstime, BusINESS SCREEN talked to 
Dr. Roy Hall, Assistant to the United States 
Commissioner of Education (and the man in 
this Agency most directly concerned with ad- 
ministration of the Act). Dr. Hall confirmed 
the interim appointment of Clarence Walter 
Stone, Ph.D., of the University of Illinois as 
a consultant on mass media. Dr. Stone’s job 
will involve the dissemination of research ma- 
terial, coordination of data on impending re- 
search projects and general information. 


Director of Research to Be Named 


The appointment of a director of a branch 
to supervise and coordinate actual research in 
communications was not yet confirmed. Neither 
were members of the Advisory Committee on 
New Educational Media confirmed since these 
appointments were yet to be checked in matters 
of security, etc. 

An invitational conference of persons inter- 
ested in audio-visual and other aspects of the 
National Defense Education Act is being called 
for approximately October 20-21 in Washing- 
ton, D.C. Dr. Anna L. Hyer, Executive Secre- 
tary for the Department of Audio-Visual In- 
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struction, National Education Association. is 
in charge of these arrangements. 


Encourage Submission of Projects 


With the expectation that the Advisory Com- 
mittee will be named and confirmed in early 
October, Dr. Hall suggested to BUSINESS 
SCREEN that his office is encouraging the sub- 
mission of “ideas for research projects, which 
can be reviewed and placed before the Com- 
mittee when it convenes within the next month 
or two.” 

These research ideas are by no means limited 
to the aspects of Title VII of the Act, but 
embrace requirements under other sections, 
such as Title VI (Language Development) and 
Title VIII (Area Vocational Education Pro- 
grams). A most careful reading of the entire 
act is advised for all persons with special skills 
and experience in education, training and the 
related media. 

Research in audio-visual media will also 
affect the kind of films which can help improve 





the quality of teaching and to inspire an interest 
in the teaching profession. Better application 
of all available media is to be directed to this 
goal as well as to actual classroom instruction. 


State Audio-Visual Plans Are Key 


Beyond the immediate task of implementing 
research, the role of individual states in devel- 
oping audio-visual activities (for which they 
must also provide matching funds to secure 
Federal aid) was deemed most critical. In 
late September, members of the Council of 
Chief State School A-V Officers met with offi- 
cials of the U.S. Office of Education to begin 
preparation of plans for state action. . & 


Summary and Analysis of Title VII of the National Defense Education 


Act Providing for Research and Experimentation in Audio-Visual Media 


TITLE VII 
Research and Experimentation in More 
Effective Utilization of Television, Radio, 
Motion Pictures, and Related Media 
for Educational Purposes 

1. Question. What is the purpose of this 
program? 

Answer. To encourage the use of the above 
media of communication for educational pur- 
poses by enabling the Commission, through 
grants-in-aid and contracts, to conduct, assist 
and foster research and experimentation in this 
area. 

a * a 

2. Question. What is the total amount of 
money authorized for this program? 

Answer. Three million dollars are authorized 
for fiscal 1959 and $5 million for each of the 
3 succeeding fiscal years. 

* * 3s 

3. Question. How does the Commissioner 
encourage research and experimentation under 
this program? 

Answer. The Commissioner is authorized to: 

(a) Make grants-in-aid, approved by the 
newly established Advisory Committee on New 
Educational Media, to public or nonprofit pri- 
vate agencies, organizations, and individuals; 

(b) Enter into contracts, approved by the 
newly established Advisory Committee on New 
Educational Media, with public or private 
agencies, organizations, groups, and individuals; 

(c) Promote the coordination of this pro- 
gram with any other similar programs. 


8 


4. Question. In general, what type of re- 
search and experimentation projects will be 
considered appropriate for this program? 

Answer. Projects for utilizing and adapting 
motion pictures, video tapes and other audio- 
visual aids, film strips, slides and other visual 
aids, recordings (including magnetic tapes) and 
other auditory aids; and radio or television 
program scripts for such purposes; for training 
teachers to use such media with maximum 
effectiveness; and for presenting academic sub- 
ject matter through such media. The projects 
shall be such as may prove to be of value to 
State or local educational agencies in the oper- 
ation of their public elementary or secondary 
schools and to institutions of higher education 

ok oe * 

5. Question. How do State and local educa- 
tional agencies or institutions of higher learning 
find out about the results of these projects? 

Answer. The Commission will disseminate 
the information obtained by publishing reports 
of studies and surveys, preparing and publish- 
ing catalogs, reviews, bibliographies, abstracts 
and analyses, and by providing advice, counsel, 
technical assistance, and demonstrations. 

HE * bg 

6. Question. What is the purpose and func- 
tion of the Advisory Committee on New Edu- 
cational Media? 

Answer. The Committee shall make recom- 
mendations to the Commissioner on program 
aspects and matters of basic policy and review 
applications for grants-in-aid and contracts. 











Viewine an Armour “commercial” in one of nation’s 4,500 drive-ins . . . 


SCREEN ADVERTISING 


Throughout U. 8S. and Abroad, Milliens in Movie 


Audiences Respond to 


F You'Re OnE of those persons 
| whose movie-going experience 
has been limited to downtown 
first-run houses in metropolitan 
centers like New York City or Chi- 
cago... or if you've never been 
to a drive-in theatre . . . it may 
surprise you to learn that television 
screens aren't the only places 
where filmed “commercials” are 
regular fare. 

Today 93.7% of the country’s 
17,000 theatres show filmed adver- 
tising messages as a regular part 
of their daily programs—and un- 
like most TV commercials, all of 
these advertisements are in dra- 
matic full color and a hundred 
times TV-size. 

Usually from three to five filmed 
selling messages, from 40 to 90 
seconds, make up the advertising 
program. Each commercial is 
shown for one week, at each per- 
formance, and theatres are paid a 
rental fee based on the average 
weekly audience and other values. 
Based on the length of the com- 
mercial, the cost will average from 
$4.10 to $6.28—per thousand 
viewers. 

The average commercial may 
have from five to eight scenes, de- 
pending on its length; these scenes 
can be live-action, animated, or a 
combination of both. 


50th Year for Medium 


Theatre screen advertising isn't 
new. It got its start in the industry's 
pioneer phase almost 50 years 
ago, with home-made messages 
painted or lettered on glass slides. 
Small-town theatre audiences have 
been familiar with it for years, for 
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Brief. 


Effective Playlets 


its backbone has been the thou- 
sands of small merchants who have 
used it regularly to tell the story of 
their own products and services. 

What is new is that in the last 
two or three years, more and more 
national advertisers have become 
aware of this long-established me- 
dium and its sales potentialities. 

Among the reasons given for the 
growing advertising pupularity of 
the medium is that screen com- 
mercials reach a “captive” audi- 
ence. There are no distractions, 
and the impact of the selling mes- 
Sage is experienced by every 
viewer. 

A widely-successful screen ad- 


“Golden Opportunity” for Sponsors 


Big Theatre Screens, Brilliant Color and Merchandising 


Tie-Ins Help Make Theatre Screen Advertising a Comer 


vertising program of recent years 
was Texaco’s “Four Seasons” cam- 
paign, linking the familiar oil 
change and “seasonized” gasolines 
to superbly beautiful screen rendi- 
tions of the seasons. According to 
the Texas Company’s ebullient 


sales promotion manager, Jack 
Gregory, these subjects scored 


heavily on the sales front with 
numerous reported incidents of 
“filler up with Texaco” by drivers 
who turned into the familiar sign 
of the Red Star on their way home 
from drive-ins and neighborhood 
“hard-tops.” 


Direet Tie-in to Sales 


It is one of the screen advertis- 
ing medium’s most vaunted assets 
that the customer will react to its 
sales message within minutes of 
the showing. Witness the successful 
Armour & Company frankfurter 
appeals tied in directly with 
drive-in food facilities; witness the 
candy and beverage appeals used 
within theatres to whom. these 
items are vital to the profit-and-loss 
Statement; witness the shopping 
habits of movie-goers affected by 
service station ads, restaurants, etc. 
There isn’t another medium more 
directly related to a customer on 
the move, able and made willing 
to be motivated into buying action 
within a very short space of time 
after receiving the message. 

In a more recent instance, 
a company selling brake-repair 
equipment and service offered a 


Shooting scene for a '58 Philco playlet on stage at Alexander Film. 
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warning that, if an auto brake 
pedal had to be depressed more 
than half way before it took hold, 
the brakes needed repairing. Al- 
most immediately, brake lights 
throughout the drive-in theatre lit 
up. 
The actual viewers can be 
counted by the number of admis- 
sion tickets sold. The advertiser 
buys circulation that approximates 
the readership of his commercial. 
This means that there is little or 
no waste circulation. This is es- 
pecially important to national ad- 
vertisers in a time when they must 
make every advertising dollar 
count. 


Color and Motion Sell 


A new and powerful element in 
favor of screen advertising as a 
selling force is the stimulus of 
color. Color creates drama; it can 
inspire enthusiasm and action in 
theatre audiences; it helps to sell 
brand recognition, brand loyalty. 
Motion picture audiences respond 
to color—proof is the fact that 
most entertainment films today are 
made in color. Combined only in 
screen advertising, the twin funda- 
mentals of color and motion add 
realism, attention, beauty, motiva- 
tion and identity to the sales mes- 
sage. This array of sales stimuli, 
its proponents say, is unmatched 
in any other form of national ad- 
vertising. 

Another point that screen ad- 
vertisers count in its favor is that 
the medium offers selectivity be- 
yond that of many other types of 
advertising. An advertiser may 
concentrate not only on one local- 
ity, but on selected neighborhoods 
in that locality. This is especially 
important where dealer coverage is 
concerned, and it gives advertisers 
an opportunity to cover special na- 
tionality groups and other pin- 
pointed areas where these mes- 
sages will be most effective. 

Films are usually booked into 
theatres on an every week, every 
other week, or once a month sched- 
ule, and for terms of thirteen, 
twenty-six or fifty-two weeks. 


Manufacturer-Dealer Aid 


A “national manufacturer-deal- 
er campaign” can be arranged in a 
number of different ways. The 
manufacturer always pays the total 
cost of production and prints; he 
may split the local screening cost 
with a local distributor or dealer; 
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or the local dealer may assume all 
the screening costs. 


A growing practice today is for 
the national advertiser to under- 
write the production of a series of 
selling messages on his product. 
These commercials are about 26 
seconds long, allowing the local 
dealer a tie-in message at the end. 
The film company’s field force sells 
the film series to dealers, and the 
dealers are billed for the advertise- 
ments. Dealers frequently spend 
from $5.00 to $15.00 for every 
dollar the manufacturer has in- 
vested in the screen campaign. 


The Carnation Company, as one 
example, includes theatre-screen 
advertising in its national adver- 
tising budget. On its Carnation 
brand evaporated milk and Friskies 
dog food, the company places 
screen ads through its agency on 
the same basis as all other forms 
of national advertising. 


For strictly “local” advertising, 
producers maintain a library of 
commercials covering virtually 
every type of retail operation. The 
dealer selects the ad series he 
wants, and the producer adds a 
trailer identifying him with the 
sales message. 


Merchandising Is New 

A new merchandising service 
recently made available to all the- 
atre screen advertisers allows the 
handing out of a product sample 
or literature in all locations where 
the ads are shown. 


During the weeks that the sales 
message is being screened, patrons 
are given samples, coupons, in- 
quiry postcards or other product 
information as they enter or leave 
the theatre. The screen commer- 
cials refer to the product being 
handed out or sampled. Coupons 
or return postcards can be keyed, 
if desired, to show the theatre they 
were obtained in. 


Such distribution can be as se- 
lective as desired—to adults only, 
to men or women only, or to chil- 
dren only. Cost is essentially the 
same as that for showing the com- 
mercial. 

The principal companies en- 
gaged in the production and dis- 
tribution of screen advertising 
are the Alexander Film Com- 
pany, Colorado Springs, Colorado; 
A. V. Cauger Service, Inc., Inde- 
pendence, Missouri; Motion Pic- 
ture Advertising Service, Inc., New 
Orleans, Louisiana; Reid H. Ray 
Film Industries, St. Paul, Minne- 
sota; and United Film Service, Inc., 
Kansas City, Missouri. 


The number of all persons 
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who attend movie theatres regu- 
larly (once a month or more) has 
been increasing in the last three 
years. Sindlinger & Company, busi- 
ness analysts, estimates that today 
40% of the United States’ popula- 
tion, 12 years of age and older, 
are regular movie-goers. Only 25% 
of the adult population go to the 
movies less than once a year. 


Audience Is Increasing 


Between 1947, when television 
began its climb, and 1952, the 
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During the summer of 1946, if 
everyone in the United States had 
decided to go to the movies at the 
same time, only about 12 million 
would have been able to sit down 
in the country’s 18,000 conven- 
tional theatres and 548 drive-ins. 
This year, there are seats for 27 
million persons, more than twice 
as many, in 13,000  four-wall 
houses and 4,500 drive-ins. 

This gain in seating capacity is 
largely the result of the great in- 
crease in the number of drive-in 
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Out of this film library at Colorado Springs, a third of the total space 
required, thousands of theatre playlets move all over U.S. 


number of regular movie-goers 
dropped from 68% to 38%. Then 
attendance leveled off, and since 
1955 it has been on the increase. 

The principal difference is that 
now more different people attend 
the movies; not so many go two 
or three times a week, as in pre- 
television days. 

Because of this, the cumulative 
audience that will see theatre ads 
during a thirteen-week run, for in- 
stance, may total from 60% to 
70% of an area’s population. 

Studies have also shown that 
theatre audiences remember the 
ads they have seen. In a survey 
made by Sindlinger & Company, 
72% of the persons who had seen 
screen advertising within the past 
week could remember it, and 64% 
could correctly name one or more 
ads or products. 

Seating capacity of American 
motion picture theatres has more 
than doubled since the end of 
World War II, and the audience 
potential for screen advertising has 
almost tripled. 


1958 


theatres during the last 10 years. 
However, although fewer conven- 
tional theatres are now in oper- 
ation, the average capacity of these 
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houses is considerably larger than 
it was a decade ago. 

In the drive-ins of 1947, the 
average seating capacity was about 
250 automobiles. The average 
drive-in today has accommodations 
for about 850 cars. 

Ten years ago the average four- 
wall movie house had seats for 
623 persons. Today the average 
seating capacity of these theatres 
is 828 persons. 

On the basis of four seats per 
automobile, there were approxi- 
mately 300,000 seats in drive-ins 
in 1947. Total capacity now is 
about 15,000,000. 

Ten years ago, only about 40% 
of the 300,000 drive-in seats, or 
about 120,000 were in theatres 
where screen commercials were 
shown, and approximately 70% of 
the 11,660,000 conventional the- 
atre seats, or about 8,100,000, 
were in theatres showing advertis- 
ing. 

159 Million a Month 

Today, 98% of the- seats in 
drive-ins, or about 14,000,000 are 
in drive-ins available for advertis- 
ing; and approximately 80% of 
conventional four-wall theatre 
seats, numbering some 9,750,000, 
are in houses showing advertising 
films. 

During 1958, it is estimated, an 
average of 159,000,000 persons a 
month will attend theatres in which 
screen advertisements are being 
shown. In 1957, attendance at the- 
atres showing screen ads averaged 
145,000,000 a month. 

In drive-ins alone, it is estimated 
that the average weekly audience 
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during this year will be 21,000,000 
persons over the age of 12 years 
at locations open to screen adver- 
tising. The big drive-in season is 
between the months of May and 
November. During this period, 
weekly theatre attendance shoots 
up from 30 million to almost 70 
million; and drive-ins account for 
much of this increase. 

For example, according to Box- 
OFFICE magazine, attendance at 
drive-ins during the week of July 
12, 1958, was up a remarkable 
26.16% over the average weekly 
attendance in June. More than 66 
million admissions were sold dur- 
ing that week. Over all, drive-ins 
report a business increase of 10% 
this summer over the same period 
of 1957. 

To show that all of this resurg- 
ence has not been confined to the 
drive-in field, BoxoFFICE magazine 
also reports that 114 conventional 
theatres were re-opened in the first 
quarter of 1958. These theatres 
had a combined seating capacity 
of 58,124. 

Theatre screen advertising had 
its beginning about 50 years ago. 
In a very literal sense, this form 
of advertising grew up with the 
motion picture industry. 


Largest Users Local 


Today, as it was in the begin- 
ning, local and regional advertisers 
represent by far the largest users 
of this medium. Best estimates are 
that more than 25,000 local busi- 
nesses are regular users of theatre 
screen advertisements. Many of 
them have been users for a long 
period of time. 

For example, the M. J. Goss 
Motor Company, Chevrolet dealer 
in LaGrande, Oregon, began using 
screen advertising ‘way back in 
1929, during the silent film days. 
Today the company spends twice 
as much in this medium as it does 
in newspapers, and uses theatres 
ranging from one block to 25 miles 
from its place of business. 

McKay Markets, regional food 
chain with headquarters in Eugene, 
Oregon, has been using screen ads 
for five years on an every-other- 
week basis, using theatres in the 
four Oregon towns in which it has 
stores. “Library” films on national 
food brands are individualized by 
a trailer giving the address of the 
nearest store. The company spends 
about $5,000 a year on its film 
advertising program, and finds that 
it is particularly effective in ac- 
quainting new families who move 
into its area with its stores. 

White Star Oil Company, St. 
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SCREEN ADVERTISING 


Olaf, lowa, a screen advertiser for 
15 years, credits the medium with 
helping to build its business to a 
volume of more than 2 million 
gallons of gasoline and fuel oil a 
year. This firm uses four theatres 
on a 26-weeks-a-year schedule, and 
no other local advertising except 
the ads its national refinery places 
in the newspapers in its area. 
Not all local users of screen ad- 
vertising, of course, can point to 
experiences as lengthy or outstand- 
ing as these, but the fact remains 
that local merchants in virtually all 
lines of business have been using 


the screen medium successfully for 
many years. 


National Use Inereasing 


A comparatively recent trend 
has been the increasing use of the- 
atre screens by national advertisers 
to get their sales messages across. 

The number of national adver- 
tisers using this medium has risen 
from fewer than 100 companies 
in 1955 to about 175 this year. 
Since the beginning of 1958, a 
number of national advertisers new 
to this medium, as well as others 
who have been using it for years, 
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HIGHEST RECALL BY AGE GROUPS IS CHARTED 
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have announced new screen cam- 
paigns. 

For instance, Studebaker-Pack- 
ard flashed its 1958 models on 
screens across the country. Philco 
Corporation promoted its latest ap- 
pliances in a series of 13 “hard 
sell” films, tied-in with a trailer 
which offered a free premium if 
viewers came into their local deal- 
er’s store for a demonstration. 
Rheem Manufacturing Company 
has a new series of theatre com- 
mercials on its room heate~s. Ford 
and Chevrolet have been pioneers 
among automobile manufacturers 
in theatre screen advertising. Chev- 
rolet’s 1958 series includes 27 
one-minute films, 14 showing this 
year’s models in action, seven fea- 
turing Chevrolet trucks, and six 
plugging “OK” used car purchases 
from Chevrolet dealers. The com- 
pany, through its agency, booked 
3,500 theatres for its 1958 cam- 
paign, most of them drive-ins. 


Prospects in Drive-ins 


Drive-in audiences, Chevrolet 
believes, represent particularly fer- 
tile prospect groups, since most of 
those attending are watching the 
screen ads from older cars. 

All General Motors divisions ex- 
cept Cadillac are regular users of 
the theatre screen medium. Olds- 
mobile uses a distribution pattern 
similar to Chevrolet, with the 
agency specifying theatre locations 
and billing local dealers out of their 
cooperative advertising funds. Bu- 
ick, Pontiac and GMC Truck pay 
all production costs, and turn their 
films over to the film distributing 
group, which sells them to local 
dealers. Pontiac has 14 new color 
films this year, GMC Truck, 11. 

All divisions of the Ford Motor 
Company also are long-time screen 
advertising users. The Lincoln Di- 
vision recently completed two new 
color commercials, making a total 
of four films now available for 
theatre screening. 

The Mopar Division of Chrysler 
Corporation recently completed 
seven 26-second full color com- 
mercials, available for sponsorship 
by local dealerships, designed to 
build traffic and sell service for 
Mopar dealers. 

Youngstown Kitchens has five 
new color films on the newest 
models in its line. Skelgas Labor- 
atories has a new theatre film series 
featuring ranges, washers, driers 
and heating systems in home uses. 
American Institute of Laundering 
has eight new films, emphasizing 
the quality methods used in laun- 
dering establishments. These are 
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BOUT A YEAR AGo, the Fire- 
A stone Tire & Rubber Com- 
pany brought out a film called The 
Word Is Spreading to accomplish 
some hard selling tasks for tubeless 
truck tires. Firestone felt that the 
best way to convince truck owners 
that tubeless tires were outperform- 
ing tubed types was to send a film 
crew right out on the highways and 
talk to truckers using them. 

The Word Is Spreading did a 
great job. It was a straightforward 
frill-less picture, but truckowners 
believed it, and it sold tires. 

If this system worked so well, 
the company thought, why not use 
the same technique for Firestone’s 
1958 annual spring dealer meet- 
ings? Why not give up the 76-trom- 
bone opening music, fancy sets and 
bags of tricks, and hit the road 
again? 

Firestone Believes in Films 

Firestone has always been a con- 
firmed user of films for many pur- 
poses. It finds the very flexibility 
of the medium to be a chief advan- 
tage. And the dealer meeting film 
could be a case in point. Reces- 
sion was in the air, customers were 
staying away, but some dealers 
were successfully fighting back. 
Some Firestone dealers were mer- 
chandising harder than ever and 
sailing through the business ebb 
profitably. They would be the 
stars of the film—such store own- 
ers as Les Wilkinson, of Jackson, 
Miss.; Gordon Helmick, of Los 
Angeles; Al Miller of Columbia, 
S.C.; Heinie Hoffman, of Oshkosh, 
Wis.; and Caton Merchant, of 
Manassas, Va. 

Some film directors do great 
work on a big set with all the fa- 
miliar elements under control and 
the facile actors to say the right 
words on the first take. A few— 
and Owen Murphy is one of 
them — can pull up to a corner 
store, poke a camera at an uneasy, 
ordinary guy, and make him come 
alive. 

And, this is what happened to 
five Firestone dealers last winter. 


Below: Owen Murphy, Gordon 


Helmick and Helmick’s store man- 
ager discuss script for a coming 
scene in ’58 dealer film. 
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Living Examples 
of Sales Suceess 


Showing actual dealers 
was Firestone’s 

way of proving to its 
retail organization 

that good merchandising 
still brings results. 


Dealers Are 


on Successful Merchandising by Five Dealers 





the Stars 


Firestone Goes to the Field to Film Real Facts 


Film crew records dealer Les Wilkinson making an appliance sale in his 
Firestone store in Jackson, Mississippi. 


After shooting an opening and 
closing of E. B. Hathaway, Fire- 
stone’s vice president in charge of 
sales, comfortably, on a good 
sound stage, the Owen Murphy 
production crew left New York on 
January 24, set to produce a 71 2 
minute color film, with live sound 
throughout, shooting from Cali- 
fornia to Virginia, Wisconsin to 
Mississippi, without an actor in 
sight. All this, and deliver it for 
the first Firestone meeting on 
March 19! 


Showing That Ideas Work 

Each spring Firestone and its 
dealer groups develop several hot 
merchandising themes to promote. 
The 1958 dealer meeting film was 
designed to show that the ideas 
were not ivory tower pipe dreams 
but sound and workable. Oshkosh 
showed how advertising could pay 
off; Columbia reaped rewards from 
spotting bad tires on parked cars; 
Los Angeles made big profits by 
telephone solicitation; Manassas 


featured a tire safety center that 
brought in new customers in 
droves. 

All these things Firestone dealers 
could believe, for these were men 
they knew. If telephone solicita- 
tion was really a good way to find 
















Top, above: dealer Heinie Hoff- 
man of Oshkosh, Wis. sells televi- 
sion set. Center: Hoffman clerk in 
action ona tire sale which (bottom ) 


is consumated by Mr. Hoffman. 


new customers—there was Gordon 
Helmick to prove it. There was 
Heinie Hoffman in his own living 
room planning ads that really paid 
off—and there were the actual buy- 
ing customers next day to prove it. 





"58 Meeting Rates Best 

The 1958 dealer meetings have 
been completed, and reports from 
hundreds of dealers indicate that 
they were about the best Firestone 
has ever had. The five special 
merchandising themes shown in 
action in the film have been ac- 
cepted and used more widely than 
any others introduced in previous 
years. And Firestone stores’ busi- 
ness is good. yt 








When tightschedules 
bring pressures on meeting 
delivery dates, film shipment 
methods become increasingly 
important. Owen Murphy 
Productions, which believed 
that its responsibility for this 
film was not over until the 
picture was on the screen, 
found that Emery Air Freight 
performed wonders in getting 
prints to Firestone sales 
meetings on time. 

The production was com- 
pleted on March 17, and 50 








Speedy Air Shipments 


Help Keep Schedule 


scheduled meetings all over 
the country took place in 
rapid succession beginning on 
March 19. Emery made door- 
to-door delivery of each print 
for the various meetings with 
overnight service. Not a print 
was lost or delayed. Emery 
also reported back to the 
Murphy office in New York 
within a half hour after de- 
livery saying when delivery 
was made and the name of 
the man in each place who 
received it. Q 
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Daniel Peterkin, Jr., president of Morton Salt 
Company, introduced the film story. 


Of Salt and MORTON 


Major Producer of This Basic Commodity Brings 
First Big Picture to Sereen in “White Wonder™ 


Sponsor: Morton Salt Company 


TitLe: White Wonder, 28'. min., 
35mm Eastmancolor, produced 
by Wilding Picture Productions, 
Inc 


The ancients so revered salt 
that they spoke of it as “the fifth 
element”—ranking it equal in im- 
portance to the four elements 
earth, air, fire and water. 

Today, salt is so recognized and 
essential a part of our everyday 
lives that it has even become com- 
monplace in much of our daily 
conversation. For instance, we 
speak of a really fine person as 
being “the salt of the earth”; we 
say of the indolent, shiftless in- 
dividual, “he isn’t worth his salt.” 

Truly, salt serves mankind in a 
multitude of ways—yet many peo- 
ple know little or nothing of the 
immense task involved in making 
it available to us for our various 
uses. 

White Wonder is the first “big” 
color film on the subject of salt. 
Filmed in 35mm Eastmancolor, it 


Below 


tells the story of salt, fundamental 
necessity of our existence . . . how 
it is made available to us from 
wells, mines, solar ponds . . . and 
how it serves mankind in hundreds 
of ways. 
Tells Little-Known Story 

In his filmed introduction, Dan- 
iel Peterkin Jr., president of Mor- 
ton Salt, describes White Wonder 
as “the little known story of salt 


and its uses its services to 


mankind . its role in our dy- 
namic economy.” 
“Fortunately,” Mr. Peterkin 


continues, “America need not be 
concerned about its salt resources, 
for nature made salt abundant. But 
finding salt in the right quantity 
and quality, and in the right places 
producing it in a hundred 
kinds and grades for every special 
need . and getting it to market 
this is the big and vital job 
that has to be done before salt be- 
comes available for your use. 
‘The movie which follows shows 
how Morton salt enters into al- 
most every phase of human life. 


a major lighting problem for Morton's Eastmancolor film was 


presented by this huge underground mine at Grand Saline, Texas. 








The Sponsor's Objective: to bring Morton employees and the 
/ & pto' 
public a broad view of an industry and its useful services 


I hope you will find it interesting 
. as Morton people find endless- 
ly interesting their challenging job 
of providing salt for every use 
. where and when you need it.” 
White Wonder was premiered 
at Morton Salt regional sales meet- 
ings last December in Atlantic 
City, N. J.. and Omaha, Nebr. 
Direction was shared by J. 
Marsh, George Hoover and Robert 
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A Wilding camera is set to shoot 
salt drilling, preparatory to a dy- 
namite blast .. . 


Kohlrust; script is by Adrian Gen- 
dot; narrator is Ken Nordine. 
How to Arrange for Prints 
Prints are available through dis- 
trict offices for use by Morton 
sales personnel. The film also will 
be distributed nationally in 16mm 
for showing to civic, fraternal, so- 
cial, church and school audiences. 
Black-and-white prints will be 
available for tv use. Ly: 





Two tons of electrical equipment 
were brought down into the mine 
at Grand Saline . . 


A Study in Film Techniques 


ILMING THE GIANT, far-flung 
pe arn that is the Mor- 
ton Salt Company involved prob- 
lems of scheduling, transportation 
of production and lighting equip- 
ment, and the providing of power 
facilities that went far beyond the 
“set-up and shoot” arrangement 
which may seem to some to be 
the only factors necessary in effec- 
tive motion-picture making. 

To get the story that is visual- 
ized in Eastmancolor in White 
Wonder, representatives of Morton 
Salt, its public relations agency 
(Robert Wood & Associates) and 
Wilding Picture Productions, Inc. 
spent five months of coordinated 
effort before the finished “product” 
was ready for public viewing. 

Time-Table for Shooting 


After the script was formulated 
and approved, there came the 
time-tabling of dates and locations 
for the actual filming. 

Scenes were to be made at Mor- 
ton facilities in Saltair, Utah; 
Grand Saline, Texas; Port Huron, 
Michigan; and at the Morton Re- 
search Laboratory in Woodstock, 
Illinois, in addition to stage shots 
in Wilding’s Chicago studios. Cam- 
era crews had to be assigned for 
each location. 

This was in early Fall, so all 
scheduling on field trips had to 
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be qualified by “weather permit- 
ting.” Fortunately, the weather did 
permit, and scheduling came off 
as planned. 

First plant visited was Saltair, 
where solar evaporation ponds 
came under the camera’s eye. 
Here, the crew was one director 
and one cameraman—and lighting 
was no problem. 





Plenty of Light—and None 

The sun’s rays gave more than 
enough light; the reflection of the 
blue sky on the white salt, with 
rugged mountain ranges in the 
background, provided an interest- 
ing vista in which to frame salt, 
men and machinery. 

At the Grand Saline mine, how- 
ever, the problem was exactly the 
opposite—there was no _ natural 
light whatsoever. 

To this location, Wilding sent 
a crew of nine men—a director, 
a cameraman and an assistant, and 
six electricians. Electrical equip- 
ment weighing two tons was sent 
to Texas in one of the studio's 
tractor trailers. 





A Problem in Logistics 
All of this equipment had to be 
hauled down the shaft into the 
mine. Incandescent bulbs, 2,400 
feet of electric cable, and a 35mm 
camera, no small item in itself, 
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were lowered and carried by jeep 
to a central spot in the mine. 
From this center, the equipment 
again was “jeeped” to various pos- 
itions marked for filming. Once it 
was set in place, electricians went 
to work with extensions, hookups 
and placement of flood lamps. 


Two Hours Between Scenes 


Small areas of the mine and 
haulageways were flooded with 600 
amps of light . . . using lamps of 
500, 5,000 and 10,000 watts, 
placed strategically, to get the in- 
tensity of lighting needed for color 
photography. All of the equipment 
had to be re-positioned between 
scenes; sometimes it took as long 
as two hours to move it. 

For the final scene at Grand 
Saline, the blasting of a face in the 
mine, camera and lighting equip- 
ment had to be anchored to the 
mine floor. 

At Port Huron, where scenes 
of the plant, the process and the 
can making and packaging line 
were filmed, still another lighting 
problem had to be solved. 

Again, one of Wilding’s big 
trailers, loaded with electrical 
equipment, went to the filming 
site. Before the production crew 





arrived, Morton’s master mechanic 
at Port Huron had requisitioned 
three 25 KVA transformers from 
Detroit, to provide 110-volt elec- 
tricity. As the cameramen moved 
about the plant, the transformers 
were hooked into a 440-volt buss- 
bar at each location. 

To round out the movie-making 
schedule, a trip was made to the 
Morton Research Laboratory in 
Woodstock, Illinois. Here cameras 
captured the work of laboratory 
technicians in their research ex- 
periments on salt. Another subject 
was the pilot plant for the elec- 
trolysis of brine, where salt is 
broken down into its two elements 
(sodium and chlorine) from which 
another 21 chemicals can be de- 
rived. 

Final Filming in Chicago 

Final filming was done in Wild- 
ing’s Chicago studios. Here many 
props were needed for staging. 
Clothing, textile bleaches and dye- 
stuffs, medicines, cosmetics, ny- 
lons, leather, plastics, newspapers, 
matches, ceramic glazes, tobacco, 
and photo supplies — these were 
but a few of the props needed to 
introduce into the film the uses of 
salt for industrial purposes. a 


Camera contrast: brilliant sunlight floods Morton's Saltair plant . . . 





A Chance for the Handicapped 


Sponsor: Hughes Aircraft Co., 
for The President's Committee 
for Employment of the Handi- 
capped. 

TITLE: Employees Only, 20 min., 
color, produced by La Brea 
Productions, Inc. 

- This public service film is going 
to receive as wide distribution as 
almost any special purpose film 
ever made, and deservedly so. Its 
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point is that handicapped workers 
make as good or better employees 
as the unhandicapped, when placed 
in jobs that take their disabilities 
into account. 

The picture shows how many 
different jobs the paraplegic, the 
blind, and even the spastic workers 
can do. And these employees have 
better attendance records and are 
better insurance risks than nor- 





A valuable research worker at Hughes Aircraft is Melvin Dalton (in 


whee!chair). 


mal workers. Employment is good 
for their morale, for the company 
employing them, and for the econ- 
omy in general, because it restores 
them as productive members of 
society. 

Scenes are all taken in and 
around the Hughes Aircraft Com- 
pany plant in Culver City, Califor- 
nia, which has been one of the 
leaders in making a place for the 
handicapped, both as a service to 
the worker and as a simple matter 
of good business. 

The film is introduced by Gen. 
Melvin J. Moss, who is blind, and 


A polio victim, he spends nights in a respirator. 


is chairman of The President's 
Committee for Employment of the 
Handicapped. The narration is 
handled by movie and tv star Bob 
Cummings. 

Many Industries to Benefit 

Employees Only will be distrib- 
uted by many agencies and com- 
panies. The Eisenhower Commit- 
tee will spark its use, as will the 
U.S. Department of Health, Educa- 
tion and Welfare. Insurance com- 
panies and tv stations are expected 
to make good use of it as well, and 
all segments of industry will benefit 
from its message. Ve 


“Gold Mine on Main Street” Shows Communities 


How to Recruit New Industry 


Competition between commu- 
nities for new and virile industries 
has never been keener than it is 
today. 

Why is new industry so import- 
ant to a community’s economic 
well-being? According to a recent 
report by the Chamber of Com- 
merce of the United States, one 
new factory employing 100 work- 
ers can mean 296 more people in 
the community, 112 more house- 
holds, $590,000 more personal in- 
come per year. $270,000 more 
bank deposits, 107 more passenger 
cars, four more retail establish- 
ments — and $360,000 more re- 
tail sales per year. 





Program Must Be Planned 

Time was when local chambers 
of commerce and other organiza- 
tions with community-building in- 
terests went after new industries 
on a somewhat hit-or-miss basis. 
This era has passed. The com- 
munities — and states — which 
knock off the prize industrial plums 
today are those which follow a 
planned program of industrial de- 
velopment. 

Designed specifically to aid local 
developers is a new 26-minute 


sound-color documentary motion 
picture, Gold Mine on Main Street 
produced by International Sound 
Films, Inc., specialists in industrial 
and area development motion pic- 
tures. 

Gold Mine was premiered dur- 
ing the 1958 annual meeting of the 
American Industrial Development 
Council. During the first two 
months after release, prints had 
been shipped to every state, plus 
Hawaii and Canada, and to many 
public utilities, railroads and in- 
dustrial development corporations 
throughout the country, according 
to George M. Kirkland, president 
of International Sound Films. This 
indicates, Mr. Kirkland feels, that 
the film answers an important nee 
in the industrial development fieid 

Films emphasizing the industrial 
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More than 400 persons saw “Gold 
Mine” film at recent premiere. 
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Main Street Gold: 
(CONT'D FROM PRECEDING PAGE) 


advantages and resources of ports, 
cities, counties and states are by 
no means a new development 
Cities and regions in states from 
Alabama to Wisconsin have for 
some years had motion pictures in 
circulation stressing their own in- 
dividual advantages as sites for 
new industries 


Many Communities Use Films 

Standard Oil Co. of California, 
for example, has sponsored films 
on Los Angeles, Oakland, and San 
Francisco; Richfield Oil Corp. on 
topics such as California and Its 
Natural Resources, California's 
Buried Treasure (oil and gas re- 
sources), Idaho and Its Natural 
Resources, and similar films on 
Idaho and Utah; chambers of 
commerce in the Indiana communi- 
ties of Crawfordsville, Evansville, 
New Albany and South Bend- 
Mishawaka have film portraits of 
their communities’ advantages; and 
industrial concerns, chambers of 
commerce and area development 
groups in many locales have mo- 
tion pictures that tell their own 
individual stories. 

Gold Mine, however, is possibly 
the first motion picture that sells 
the overall theme of industrial de- 
velopment and is applicable for 
use by any group—city, area, or 
state-wide—which wants to spark 
an industrial development pro- 
gram. 

The film opens with a series of 
shots comparing a healthy com- 
munity with a sick one. A series 
of cartoons shows the importance 
of new industry to a typical com- 
munity—in terms of jobs, income, 
savings, increased retail trade. The 
intense competition for new in- 
dustry is illustrated by flashes of 
brochures and advertisements from 
Various sections. 

Next the picture outlines the 
basic factors which influence in- 
dustry in selecting a plant site. 
Color sequences describe the im- 
portance of such things as markets, 





“Gold Mine” in Making 
— 





Professional community 
development engineers were 
actors in picture. 











labor, materials, transportation, 
water, utilities and financing. 

Special emphasis is placed on 
community development, covering 
planning and zoning, specific sites, 
and in general asking the question, 
“Is it a good place to live?” 

Then the film gets down to cases 
on the actual mechanics of local 
industrial development. To suc- 
ceed, the film points out, this must 
be a community-wide activity, 
planned and budgeted on a long- 
range basis. Next the camera moves 
into the selling and promotional 
phase of development, showing 
various types of advertising and 
mail campaigns. 

Scenes for Gold Mine were 
made in many different cities and 
communities in a number of differ- 
ent states; but the film has been 
edited so that, as far as possible, 
the subject communities could be 
anywhere in the country. Literally 
scores of firms cooperated in mak- 
ing the film possible. 

The people who appear in the 
film are not professional actors. 
Parts are played by business men 
and developers, photographed in 
pursuit of their duties. The open- 
ing and closing statements, for ex- 
ample, are narrated by an execu- 
tive of Lockheed Aircraft. 

Gold Mine on Main Street has 
been cleared for television use as 
a public service feature. Its length 
(26 min.) allows it to be used in 
a half-hour program. 

How to Obtain the Film 

The film is available on a pur- 
chase basis only, from Interna- 
tional Sound Films, Inc., 26 E. 
Andrews Drive, N.E., Atlanta 5, 
Georgia, and its affiliate, Industrial 
Sound Films, Inc., Conway Build- 
ing, North Atlanta 19, Georgia. 

Purchase rates are: one to five 
prints, $250.00 each; six to 10 
prints, $225.00 each; 11 prints an 
over, $200.00 each. Ld 

*” *” * 
Slidefilm Explains Proposed 
ilinois Judicial Amendment 

Equal Justice for All, a sound 
slidefilm in color, has been com- 
pleted by Sarra Inc. for the Com- 
mittee for Modern Courts. The 
film explains and discusses the 
Blue Ballot Judicial Amendment, 
on which Illinois citizens will vote 
in November. 

Featuring the voice of the 
award-winning tv commentator, 
Clifton Utley, Equal Justice for 
All will be shown to political, civic, 
fraternal and other groups through- 
out the state. The scenario was 
written by Helen A. Krupka, and 
production was directed by Jordan 
Bernstein. Ld: 
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Traffic officers of National Biscuit Company see film story of New York 
Central's Flexi-Van rail-highway freight service. At far right (standing), 
E. J. Paronett, Flexi-Van sales-service executive for the railroad. 


Short Sales Film Helps N. Y. Central Show 


Freighting With Flexi-Van 


Sales Increase Follows Use of Repeater Projector 


A technique new to the rail- 
road industry—direct selling by 
film—is being used by the New 
York Central Railroad to secure 
business for its revolutionary new 
Flexi-Van rail-highway freight 
service. 

An eight-minute sound film, in 
color, Freight By Flexi-Van, is 
shown to the prospective customer 
at his convenience right at his desk 
by means of the Sound Masters’ 
23-pound portable repeater projec- 
tor. A number of the suitcase 
projectors are being used as calling 
cards by members of the Central’s 
freight sales and service depart- 
ment. 

“Since the Flexi-Van operation 
is so amazingly simple, we found 
that it had to be seen to be be- 
lieved,” R. L. Milbourne, Director 
of Flexi-Van Sales, Freight Sales 
and Service, declared. “The new 
film and the projector and our re- 
presentative’s commentary do far 
more than any brochure or illus- 
trated material alone could accom- 
plish.” 


Shows Flexi-Van Technique 

The Central’s Flexi-Van makes 
use of a new technique that per- 
mits fully-loaded highway trailers 
to glide off their wheels on to spe- 
cial flat cars in only four minutes. 
Only one man, usually the driver, 
is required for the operation which 
needs no special loading or un- 
loading terminals. 

The new film highlights the sim- 
plicity and flexibility of the 
operation and points up the con- 
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venience of door-to-door deliveries 
combined with low-cost rail trans- 
portation. 

Film Helps Make Sales 

A number of the Central’s cus- 
tomers who have seen the new film 
and projector have “complimented 
us on this unique visual sales pres- 
entation,” Mr. Milbourne noted. 
“Our response has been amazing, 
since our Flexi-Van volume has 
increased by one-third in each 
month since we launched it in 
April.” 

If an additional showing of the 
film is required, the repeater pro- 
jector can re-run the film with only 
a few seconds preparation. 


Projects a 15-Inch Picture 

The projector unit is equipped 
with a 15-inch rear projection self- 
contained screen, a removable 
magazine and only two control 
knobs. It uses standard coated 
16mm film and can be set up 
within 60 seconds without the 
need of darkening the room in 
which the film is to be shown. 





No. 10,610 for S/M 
vy Freight by Flexi-Van, 
Sound Masters’ new film for 
the New York Central, car- 
ries a job number of $10,610. 

Since 1937, when the pro- 
duction company was organ- 
ized, Sound Masters has now 
completed 10,822 films, in- 
cluding 5,912 TV spots. 44 
spots and 16 longer films are 
currently in production. 
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An Animated Color Cartoon Gives Workers 


A New Look at Social Security 


Film Explains Recent Changes in Old Age Benefits 


Sam’l L. Pilgrim, principal 
character in the Social Security 
Administration’s new motion pic- 
ture, Sam’l and Social Security, is 
a newcomer to the world of ani- 
mated color cartoons, but some of 
the problems he faces are troubles 
with which we are all familiar. 

Up through the ages Sam’, a 
colorful little character in more 
ways than one, has had an event- 
ful and exciting career. On occa- 
sion he has had difficulties with 
everything from dinosaurs to un- 
employment, disability, and 
old age. 

Tells How Program Works 

In his saga there are drama, 
humor and pathos and a good 
deal of solid information about 
Federal old-age and survivors in- 
surance; how it works, and what 
it means to every American family. 

The pixie services of Sam’'l L. 
Pilgrim enable the Social Security 
Administration to give this infor- 
mation and explain its importance 
in a way that entertains while it 





Below: Sam’l and his employer 


both contribute to retirement .. . 





instructs. Sam’l is each of us, 
whether our age is nine or 90. 
Each time he makes progress to- 
ward solving his problems, he helps 
to solve some problems for us all. 


Agency’s First Color Film 
Sam’l is the Social Security Ad- 
ministration’s first new motion pic- 
ture in three years, and marks the 





Above: Sam’l Pilgrim’s ancestors 
had no cushion for old age . . . 


agency's very first use of color. The 
film, available in either 16mm or 
35mm, runs for 14 minutes and 
has been cleared for tv and theatre 
use as well as for showings to civic, 
social and school groups. 

The agency estimates that dur- 
ing the first year of its existence, 
Sam’l will be seen by an audience 
of about 2,000,000 people in about 
10,000 screenings, about half of 
which will be in commercial thea- 
tres. Arrangements for showings 
may be made through any social 
security district office or through 
the Social Security Administration, 
Equitable Building, Baltimore 
Maryland. 
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DuPont Shows Fabric’s Features 


Sponsor: E. I. du Pont de Ne- 
mours & Company. 

TITLE: Right in the Rinse, 5 min., 
color, produced by Sweetman 
Productions. 

The product featured in this 
motion picture is “Zelcon,” a new 
fabric conditioner made by du 
Pont, which conditions fabrics in 
the rinse water, making towels 
softer and more absorbent 
eliminates static in man-made fib- 
ers . . . makes clothes easier to 
iron. 

The film has a dual purpose: 
first, it is being shown by du Pont 
representatives to manufacturers of 
household cleaning products; and 
second, it is to be released by 
Modern Talking Picture Service as 
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a segment in their 15-minute 
Home Digest for television. 
Scenes show the product in use 
in the home, proving by interest- 
ing close-ups and laboratory tests 
how “Zelcon” makes towels and 
diapers softer and more absorbent, 
eliminates static in nylon slips and 
dresses, and ironing easier for all 
types of fabrics. bad’ 
* ok * 


Airline Films Listed 


A supplement listing 45 motion 
pictures recently produced by 
member airlines has been issued by 
the Public Relations Office, Inter- 
national Air Transport Assn., 
1060 University St., Montreal 3, 
Canada. It’s free. Lad’ 
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A “live panel” presentation makes the case for beverage alcohol . . . 


PR Film for Beverage Alcohol 


Doctor's Viewpoints Shown in a New Color Film 


SPONSOR: Institute of Public Infor- 
mation. 

TITLE: To Your Very Good 
Health, 29 min., color, produced 
by Campus Film Productions, 
Inc. 

The Institute of Public Informa- 
tion (which numbers among its 
present clients Seagram’s, Calvert, 
Four Roses, and other distillers) 
believes that the liquor industry 
has neglected an important and 
rightful phase of its public rela- 
tions activities: that liquor, in 
moderation, might actually be good 
for you. Leaning over backward 
to be circumspect, the liquor in- 
dustry usually has spoken out only 
defensively of its role in modern 
life. 

Yet, the industry’s public rela- 
tions problems are vexing and se- 
rious—headlines in newspapers all 
too often connect beverage alcohol 
with the whole gamut of human 
frailties. But, over sixty million 
Americans do drink, and over 
97% of them handle it quite well. 

Man’s interest in alcohol is as 
old as history, but his knowledge 
of alcoholic beverages—what they 
are, their proper use, and their 
effects—is so scant that supersti- 
tion, supposition and prejudice 
have taken the place of fact. To 
counter fiction with fact, and fancy 
with truth is the purpose of the 
new film, To Very Good 
Health. 

Dr. John Staige Davis delivered 
a paper at the New York Academy 
of Medicine two years ago, which 
was subsequently published in the 
Virginia Medical Monthly, in 
which he pointed out that the at- 
tention of many doctors along 
with the public—has been so fo- 
cused on the problems of alcohol- 
ism that there has been tendency 
to overlook the therapeutic values 
of beverage alcohol. Dr. Davis’ 


Your 








paper, with a bibliography of 51 
references to medical sources on 
the subject, scotched a great many 
widely believed fancies about bev- 
erage alcohol—that it shortens life, 
causes cirrhosis of the 
harmful to kidneys, etc. 

Using Dr. Davis’ research as a 
background, screenwriter Alexan- 
der Klein; medical consultant Dr. 
Merrill Moore, of Boston; and 
Campus Film Productions have 
turned out a film composed of a 
live “panel,” charts, and technical 
animations sequences which tell 
factually the story of beverage 
alcohol, pointing up particularly 
its value in countering stress and 
its definite usefulness in heart con- 
ditions. The film also discusses 
conditions in which people should 
not drink, and gives pertinent in- 
formation and advice on alco- 
holism. 

While To Your Very Good 
Health is being aimed at a wide 
general audience (50 prints circu- 
lating through Ideal Pictures, and 
88 through the Institute’s clients’ 
sales companies), there is nothing 
implied in any way to encourage 
anyone to drink. The picture only 
promote better under- 
standing of alcohol and to show 


liver, is 


seeks to 


it is not the devil as sometimes 
painted. 

The sponsoring Institute of Pub- 
lic Information makes no commer- 
cial plugs for its clients products- 
largely light blended whiskies—but 
it does say that present scientific 
evidence indicates that excessive 
congeners (fusel oil, acids, alde- 
hydes, etc) present in heavier 
bodied straight whiskies are poten- 
tially toxic if taken in quantity. 

Question and answer folders on 
beverage alcohol are distributed 
free to interested audiences in con- 
nection with showings of the 


film. Vl 

















































Above: Sir Thomas Lipton’s famed 
“Shamrock IV” with which he made his 
fourth try for the America’s Cup in 1920 
Sponsor: Thomas J. Lipton, Inc. 


TitLte: The History of the America’s Cup, 27 


min., color, produced by Transfilm, Inc. 


The world’s most famous sporting trophy, 
the 107-year-old America’s Cup, is the gleam- 
ing star of a new 27-minute color documentary 
motion picture produced by Transfilm for 
Thomas J. Lipton, Inc. 

The History of the America’s Cup covers 
the excitement and tense moments in the first 
86 years of competition for the gaudy trophy. 
Although the Cup’s intrinsic value is probably 
less than $100, about $30 million has been 
spent by British yachtmen who sought to re- 
turn it to the land of its origin and Americans 
who so far have managed to keep it here. 

Originally, the trophy was won from the 
Royal Yacht Squadron in 1851 by a syndicate 
of American yachtsmen who owned the 
“America.” Since then. 16 challenges have 
been made by English, Irish, Scotch and Ca- 
nadian sportsmen in vain attempts to return 
the trophy to the United Kingdom. 

T. O. M. Sopwith, British aeronautical man- 
ufacturer, made the last attempt with his 
“Endeavour II” in 1937. September 20 of 
this year saw the start of another series of 
challenge races for “the ould mug.” 

Sir Thomas Failed in Five Tries 

Best remembered of all Cup challengers un- 
doubtedly is Sir Thomas Lipton, who made 
five unsuccessful tries for the trophy with his 
famous “Shamrocks” between 1899 and 1930. 
Although he never succeeded in turning the 
tide, his great sportsmanship gained for him 
the everlasting admiration and respect of the 
American people, and a $16 thousand solid 
gold cup donated by public appeal. 

It is Lipton’s great sportsmanship that pro- 
vides a theme for The History of the America’s 
Cup. 

In the film, a boy sailing in a weekly regatta 
loses for the fifth time in a row and returns to 
the yacht club locker room, discouraged and 
ready to give up racing his sail boat forever. 
An adult member of the club sympathetically 
takes him in hand and tells him the story of 








Lipton’s Film Tie-in With 


Sailing Classic 


“History of the America’s Cup” 


the America’s Cup—and of the man who “won 
by losing,” Sir Thomas Lipton. The boy, called 
Tommy in the film, thereafter recaptures his 
interest and faith in sailing competition. 
Eastern Clubs Featured in Scenes 

Location shots were made at the New York 
Yacht Club in New York City and the Ameri- 
can Yacht Club in Rye, N. Y. The New York 
Yacht Club houses the largest collection of 
memorabilia connected with many years of 
competition for the America’s Cup, including 
the Cup itself and perfect scale models of the 
challenging and defending yachts. At the Amer- 
ican Yacht Club, actual sailing scenes were 
photographed during the past summer. 

The film script was written by Fred Freed 
from original research by Jerome E. Brooks. 
Thomas Whitesell is the producer, and Shepard 
Traube the director. 

The History of the America’s Cup will be 
shown on tv, in theaters and to interested clubs 
and organizations throughout the United States. 
Distribution will be handled by Association 
Films, Inc. via nationwide offices. ba 








How Promotion Builds 
New Film Audiences 




















Audience Results Like These 
Launch a “Cup” Film’s Career 


The History of The America’s Cup 
already has had an unusual “career” as 
a sponsored film: 

it was ordered for a premiere show- 
ing on the first day’s operation of a tv 
station located on the Isle of Wight, where 
the first America’s Cup Race was held in 
1851. 

it was “sneak previewed” at the 
Grand Central Newsreel Theatre, com- 
plete with trailer announcement and 
audience reaction cards. Viewers liked 
it well enough for the theatre to book 
the film for an additional four-day run on 
the eve of the race. 

it has been shown all summer long 
to Naval cadets in training at Old Mystic 
Seaport, Connecticut. 

it was shown in three theatres on 
Martha’s Vineyard as a special featurette, 
as a result of a yacht club commodore’s 
request for a place to show the film to 
fellow yachtsmen and vacationers. 

it was scheduled by ABC-TV for 
a network play on some 20 to 30 stations 
in early September. 

it was previewed initially in June 
to 500 special guests, sports writers and 
yachting enthusiasts in New York’s Wal- 
dorf-Astoria Hotel, and introduced by 
actor Hume Cronyn. ae 
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by Robert Finehout 


Director, Advertising and Promotion 


Association Films, Inc. 


BOUT THREE MONTHS ago we saw The 
History of The America’s Cup for the 

first time, in a small mid-town Manhattan 
screening room. As the lights came up after 
the showing, all in the audience knew they 
had seen a winner. Big, handsome, colorful, 
exciting—blending the historical with the nauti- 
cal, the dramatic with the documentary, this 
one had audience-appeal written all over it. 

The film would be in heavy demand, any- 
time. But this year, perhaps more than at any 
other time, it offered a special challenge: 1958 
would mark the resumption of the sporting 
classic, the America’s Cup yacht race. The 
release of the film was timed to coincide with 
this great event, recognized by many sports 
writers as the sporting event of the year—or 
21 years if you’re a yachtsman who has waited 
since 1937 for this water-bound “world series” 
to be resumed. 

Aim Picture at Selected Audiences 

A film that can boast so many ingredients: 
adventure, thrills, timeliness, and above all, 
newsworthiness, deserves, even demands, extra- 
special handling. Our problem was how to 
reach maximum audiences at the time when 
interest in the Cup races was reaching a cres- 
cendo, but when many normal sponsored-film 
outlets (schools, clubs, etc.) were inactive. 

In consultation with representatives of the 
sponsor, Thomas J. Lipton, Inc., we decided 
to concentrate on television, yacht clubs, and 
selected motion picture theatres. A pattern 
of tv release was formulated, akin to the se- 
lected pre-release engagement plans used suc- 
cessfully with such theatrical attractions as The 
Bridge on the River Kwai and The Ten Com- 
mandments. In other words, we worked out 
a “roadshow-on-tv” pattern, with priority given 
to the major stations in the top markets in the 
country. This was the “premiere phase” of 
the program. 


Premiere Showings on 51 Stations 


Major network and independent stations in 
the 70 largest markets were offered the film 
for televising during the period July 15 to 
August 31. Fifty-one stations booked the film 
for showing during this premiere period, in such 
major audience markets as New York City, 
Chicago, Los Angeles, Boston, Detroit and 
Washington, D.C. 

This six-week period had special signifi- 
cance: interest in the race was heightened each 
day as four American yachts competed against 
each other for the honor of defending the “ould 
mug” against the British contender, Sceptre. 
The tryouts were covered by all major news 
services, the networks, and national magazines, 
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4 New Approach in Community Relations at This Recent 


Open House for W. 'T. Grant 


T. GRANT COMPANY’S 28-year-old 

store on Getty Square in Yonkers, 
New York, has been completely rebuilt and 
modernized this summer into one of the most 
attractive units in the 725-store chain. To 
celebrate the new Grant’s, and to serve as an 
experiment in community relations, the store 
held an open house on September 10 with the 
public invited to come have refreshments in 
the new recreation room, meet the manager 
and his staff, and see a sound slidefilm about 
the company and its history. 

On hand for the occasion to gauge public 
reaction were Jack Edgerton, Grant’s national 
public relations manager, and Seymour Zweibel, 
whose production firm has made some sixty 
films for the merchandising chain in the past 
five years. 

A capacity audience of about 50 Yonkers 
shoppers attended each of the four showings 
at the store during morning and afternoon ses- 
sions. The ladies seemed to have a fine time 
enjoying coffee and cake, chatting with Man- 
ager Jerry Ackerman, and the film was received 
with much pleasure. Two representatives of 
local women’s clubs asked to borrow the film to 
show to their members. 

While the screening was an experiment, and 
the film was not specifically designed for the 
public, reaction was good enough that the com- 
pany may extend the program to other stores 
in the chain. a 








You Are 
Cordially 


Invited... 


to attend a showing of a most interesting 
film telling the story of the Company 
which stands behind your new. Yonkers’ 
Grant store. 





WEDNESDAY, SEPTEMBER 10 
Morning Showing __ 10:30 A.M. 
Afternoon Showing __ 3:00 P.M. 











Free refreshments - F ree Sourenirs 
Ask any sales person to direct you to the 
store's new Recreation Room! 





-T. GRANT Co. 
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Slidefilm of Company History 


Proves Real Attraction During 


Re-Opening of Yonkers Store 





Grant’s new slidefilm history impressed this 
Yonkers clubwoman so much that she asked 
to borrow it for showing to her group. 


EXCLUSIVE BUSINESS SCREEN PHOTOS 


Above: Grant's national public relations man- 
ager, Jack Edgerton (left) takes film producer 
Seymour Zweibel on tour of new facilities 


Right: store manager Jerry Ackerman (at lefi) 
discusses film showing details with Grant pi 
manager, Jack Edgerton. 


At left: advertisements like this in local news- 
papers heralded the “open house” showings of 
the company’s slidefilm as a featured event 











Above: greeting one of the guests for the film 
showing is Y onkers store manager, J. L. Acker- 
man. Capacity audiences attended each screen- 
ing. The program may be extended to othe: 
stores in the W. T. Grant chain. 





Above: careful attention to projection details 
before the public showings helped achieve good 
performances. Here manager Ackerman is 
checking the projector with an assistant 





















Hear Sound Tracks | 

in Three Languages 
Pictured above is one 

of typical film audiences 
viewing medical pictures 
during 12th World Medical 
Association Congress at 
Copenhagen in August 
At right: a closeup of 
translators’ booth which 
provided English, Spanish 


and French interpretations 


Below: World Medical Association officials ap- 


come to Copenhagen At extreme right is Dr 
Louis H. Bauer, Secretary-General of W.M.A 


plaud Danish Prime Minister's address of wel- 


Film Exhibition were (1. to r.) Dr. Louis 
Orr, Orlando, Fla., President-Elect of 
the American Medical Assn.; Dr. Gunnai 
Gunderson, LaCrosse, Wis., President of 
the A.M.A. and Dr. F. J. L. Blasingame, 


Executive Vice-President of the Association. 


Below: Prime Minister Hansen (2nd from right) 
commends Ralph P. Creer, AMA (2nd from 
At far left is Johnson & 
Johnson medical director, Dr. John Henderson. 


left) on exhibition. 


A.M.A. Officials at Exhibit 


Right: attending the International Medical 


Spotlight on An Historical International 


Medical Film EXHIBIT 


Delegates at World Medical Association Assembly 
Attend Sereenings in Denmark’s Parliament House 


GIANT Step toward greater 

worldwide acceptance and use 
of the film medium as a means of 
extending medical knowledge was 
taken on August 16-19 at Copen- 
hagen, Denmark. On these days, 
an International Medical Film Ex- 
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hibition, arranged by Ralph Creer, 
Director of Motion Pictures and 
Medical Television of the Ameri- 
can Medical Association, was held 
for delegates to the Twelfth Gen- 
eral Assembly of the World Medi- 
cal Association. 

Co-sponsor with the AMA and 
the World Medical Association was 
Johnson and Johnson Internation- 
al. Based on his experience as 
organizing director of the first U. 
S. International Medical Film Ex- 
hibition held in New York last 
year, Mr. Creer selected a series 
of outstanding medical motion pic- 
tures produced by physicians and 
surgeons from all parts of the 
world. 

These highly selected motion 
pictures, comprising the latest in 
medical knowledge and techniques 
from many countries, were shown 
in Denmark’s Parliament House. 
Denmark’s Prime Minister, Hans 
Christian Hansen, welcomed dele- 
gates to the Exhibition and was an 
honored guest at the screenings. 








B- AP 


Below: eminent Japanese doctors also com- 
mend Mr. Creer. 


At left is Dr. Tomio Ogata 


of Tokyo; center is Dr. Hiroshi Ishii. Both are 
officials of the Japanese Medical Association. 





SCREEN MAGAZINE 














Here’s opening title frame of 
Stauffer’s sound slidefilm .. . 


Stauffer Closes 





- i e - 
Founder B. H. Stauffer is 


pre- 
sented in opening frames .. . 


“7 Out of 10” 


Using Slidefilm on Home Calls 


by J. Talcott, Sales Manager 


Stauffer Home Plan Division, Stauffer Reducing, Inc. 


HAT Do WE THINK of audio- 
visual methods in selling? 

With a remarkable closing av- 
erage of seven out of ten home 
demonstrations in which we utilize 
a sound slidefilm, I'd say that the 
Stauffer Home Plan Division of 
Stauffer Reducing, Inc. is com- 
pletely sold on this modern ap- 
proach. 

Highly recommending to our 
sales people that they use the com- 
bination of a color slidefilm and 
recording on every call, we can 
safely attribute a good part of their 
high closing average to their ap- 
plication of this sight/sound tool. 

Personal Examples Cited 

Taking a leaf or two out of my 
own personal experience, let me 
cite some examples that seem to 


r | 











. 


The  slidefilm illustrates 
points on bad posture. 





some 





Husband and wife can slim down 
together, watch measurements. 
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substantiate our faith in this me- 
dium: 

I faithfully showed the film on 
every call and every demonstra- 
tion, except one. It is worth not- 
ing that I didn’t make the sale on 
that appointment! 


Show All Walks of Life 

On another occasion, the wife 
was quite interested but the hus- 
band was lukewarm, as is often 
the case, at the time I entered the 
home. His interest increased in 
our product immediately after 
showing the film and there was no 
difficulty in closing the sale. 

I used this equipment in dem- 
onstrations to people from all 


walks of life—from members of 
minority groups living in house 
trailers to wealthy persons in ex- 








Like many others, this girl has a 
weight problem to meet. 





Stauffer figure counselor demon- 
strates Posture-Rest unit. 


1958 
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clusive neighborhoods . . . and the 
result was always the same—we 
delivered our story via film and 
record in 15 minutes. This pre- 
sentation would have taken an hour 
or more by old-fashioned oral 
methods! 


Has Over 1,000 Projectors 

We have well over a thousand 
sound slidefilm projectors out in 
the field, utilizing the highly-port- 
able and dependable Colburn 
Picture Phone. Because of their 
greater capacity we use 33 1/3 
rpm recordings. Both record and 
film feature a famous user of the 
Stauffer Home Reducing Plan, 
Harry Von Zell of radio and tele- 
vision fame. 

Let me emphasize that this pro- 
gram is designed for personalized 


(subsidiary of 
tions ). 


magazine. 


filmstrip,” 
Manager, has said. 








REPORTS ON 


SOUND SLIDEFILMS 


Programs Cover Wide Range of Selling. Training 


and Demonstration Problems in Competitive Era 


Power of the Press 


Sponsor: Dun’s Review & Modern Industry. 
TITLE: Problems and Opportunities, 15 min. 

ssf, produced by Gotham Film Productions 
Seymour Zweibel 


Problems described in this filmstrip are 
those of the seller faced with buyer resistance— 
purchasing agents with hands tied from above 
by the “profit squeeze.” Opportunities lie in 
the pages of the business magazine favored by 
“men who can give the green light to buying” — 
Dun’s Review & Modern Industry. 

DR & MI has been using the filmstrip for 
the past year to tell the story of its editorial 
strength as vividly as possible in 15 minutes. 
While not designed primarily as a direct selling 
tool, the filmstrip has achieved remarkable 
success in producing new 


“Our salesmen are enthusiastic. 
them attribute new business directly to the 
Alex J. Dughi, Advertising Sales 
“In the past year I would 
say that the filmstrip has been shown to be- 
tween four and five thousand top advertising 
people, in groups ranging from as high as one 
hundred to individuals in their offices. Our 
salesmen have shown this filmstrip at every 
possible opportunity, including one instance 
where it was screened against the ceiling in 
the office of a key prospect.” Ld 
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demonstrations—face to face— in 
the home. We utilize the Picture 
Phone’s built-in screen, separated 
from the projector by a distance 
of only a few feet when the equip- 
ment is set up for home showings. 
Personalized use of our sound 
slidefilm has made it the effective 
tool that it is . . . we even encour- 
age members of the family to ad- 
vance the pictures during the 
showing, helping to create undi- 
vided attention on their part. 
The Salesman’s Good Friend 
Good selling is one important 
key to America’s future . . . and 
we'll agree that the sound slide- 
film is the salesman’s staunch 
friend and ally in helping move 
products and services to the Amer- 
ican family . . . right in the home! 


Produc- 


business for the 


Many of 














































Above: art combines with prod- 
uct pix for Remington Rand. 


Art and Photography 
Sell Business Equipment 
Sponsor: Remington Rand. 
TiTLe: Personnel on File, pro- 

duced by Muller, Jordan and 

Herrick. 

Problem: Getting favorable atten- 
tion and holding attention as the 
product is identified, as the sales 
point is clinched, is a problem in 
any sales method. Slidefilm tech- 
niques facilitate a smooth, appeal- 
ing sales message. When Reming- 
ton Rand elected to sell the Kardex 
personnel records system via slide- 
film, it was decided that the office 
product story would best be told 
in cartoon art. The film was to be 
specifically a sales vehicle however 
and this necessitated actual product 
views. A presentation was desired 
that. would preserve the artistic 
motif, yet show the product to 
advantage. 

Solution: Using Type C prints in 
combination with artwork, the pro- 
ducer incorporated product views 
in a way that maintained the art 


continuity. With this visual tech- 
nique, the product was “show- 
cased” as part of the attractive 
imagery. i) 


Motivating the Salesman 

Sponsor: Receiving Tube Depart- 
ment, Electronic Components 
Division, General Electric Com- 
pany 

TiTLeE: General Electric Distribu- 
tor Sales Development Program, 
produced by Transfilm, Inc. 

How It Worked: General Electric's 

Receiving Tube Department was 

determined to increase the sales of 


ae 
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Sell benefits 
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tubes and parts by making its 
dealers better businessmen. The 
Tube Department wanted to train 
and motivate approximately 7,000 
distributor salesmen. The problem 
was to provide a suitable program 
for this large number of widely 
scattered distributors. It was deem- 
ed impractical to try to contact the 
distributors with GE factory train- 
ing representatives. The solution 
was to package the material in 
such a way that a highly trained 
lecturer was not necessary. The 
program put in use includes a 10- 
minute animated film, six sound 
slidefilms, three recordings, multi- 
ple choice questionnaires and a 
leader’s guide. The training course 
was designed for six meetings 
which can be conducted in the 
field by electronic parts distribu- 
tors themselves. To stimulate max- 
imum audience participation, the 
program forecasts the future of 
electronics and gives case study 
instruction on several phases of 
selling. 

Results: Reported George Cross- 
land, manager of distributor de- 
velopment and trade relations— 
“The program we have developed 
with Transfilm has been highly 
successful. Though it is difficult, 
if not impossible, to measure pre- 
cisely the degree of its success in 
sales or new business, reports of 
its enthusiastic acceptance have in- 
spired us to plan an enlargement 
of the program to include addi- 
tional levels of distribution.” (The 
Harvard University Graduate 
School of Business Administration 
found this GE program so effective, 
they requested it for use in their 
own sales management courses. ) 


Produet Introduction 


Sponsor: General Foods Corpora- 
tion. 


ritLe: Instant Swans Down Cake 
Mix, produced by Transfilm, 
Inc. 


Problem: Many products designed 
for big sales are too small as prod- 
uct units to be effectively presented 
or demonstrated to a large group. 


Solution: A simple, highly portable 
sound slidefilm which vivified the 
package, clearly demonstrated the 
mix being used—the steps in pre- 
paring a cake—and showed the de- 
licious looking cakes the mix could 
make. As a living finale, a Swans 
Down cake, prepared in advance, 
was served to the luncheoners from 
the press. a 





Left: basic selling principles are 
shown to GE salesmen. . . 





Pertinent scene in Textile Workers’ film 


Safe-Guards for Labor Funds 


vr Scandals involving alleged mis- 
uses of labor union funds have 
been much in the news in recent 
months, as a result of investiga- 
tions of certain unions’ manage- 
ment activities by Congressional 
sub-committees. 

Most unions, however, are well- 
run financially. In fact, many of 
them have set up procedures in 
handling funds that are consider- 
ably tighter than those recom- 
mended by Congress after its re- 
cent findings. 

For example, the Textile Work- 
ers Union of America recently rec- 
ommended to its member locals 
and joint boards that a committee 
consisting of at least three rank- 
and-file members be elected an- 
nually to make an audit of each 
local’s financial records. 

To help put this program into 
effect, a 66-frame sound slidefilm 
in color was produced for the 
union by the William P. Gottlieb 
Co. Titled Guarding Our Funds, 
the film is aimed at training ordi- 


Slidefilm Aids 


A sound slidefilm originally pro- 
duced to help men’s wear retailers 
solve apparel sales problems is 
finding new use as a_ personnel 
training aid. 

The slidefilm is A Plainclothes 
Story, produced by the Chicago 
Tribune in cooperation with the 
Chicago chapter of the American 
Institute of Men’s and Boy’s Wear 
for use by apparel retailers in 
counselling their customers on bet- 
ter dress habits. 

However, Paul C. Dikeman, per- 
sonnel training manager for the 
S. S. Kresge Company, reports that 
the film is now an integral part of 
the annual training seminars the 
personnel department conducts for 
Kresge men undergoing manage- 
ment training. 

Kresge conducts week-long sem- 
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nary union members in auditing the 
funds of locals and joint boards, 
and at emphasizing the importance 
of the auditing function. 

The union plans to show the 
slidefilm at locals’ meetings to mo- 
tivate the election of an auditing 
committee, and at the beginning 
and end of training courses in 
auditing procedures. A_ training 
manual has been prepared to com- 
plement the slidefilm. 

First showing of Guarding Our 
Funds was at the recent conven- 
tion of the Textile Workers Union 
of America in Miami Beach, Fla. 


From “Guarding Our Funds” 


NABLE AND PROPER? 


Personnel Work 


inars every year in its four major 
sales districts, covering all facets 
of store operation and including 
lectures and discussions by com- 
pany executives and store manag- 
ers. This year, for the first time, 
the seminars included a session on 
the importance of good grooming. 
Training materials, supplied by 
the Institute of Men’s and Boy’s 
Wear, included a print of A Plain- 
clothes Story. The film demon- 
strates how men of various heights 
and builds can select different 
items of wearing apparel to make 
them appear to best advantage. 
Following this year’s meetings, 
trainees were asked to comment 
on the value of the film. Their re- 
actions were so favorable, Dike- 
man said, that Kresge has decided 
to make it a regular part of all 
future training seminars. yy 
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“Labor Law” 


Sponsor: Employers Labor Rela- 
tions Information Committee. 
TiTLeE: You and Labor Law, pro- 

duced by Transfilm, Inc. 
Problem: Atomic emotions are in- 
volved in the relationship of man- 
agement and labor. The national 
labor law which governs this rela- 
tionship is a monument of oft-con- 
tested compromises. How to ex- 
plain this complex law in simplified 
terms and in a way which would 
not infuriate management, labor or 
the public? The Employers Rela- 


A SOUND SLIDEFILM 


SELLS 


tions Information Committee want- 
ed to make a dispassionate but in- 
teresting explanation of this vital 
subject. 

Solution: A two-part sound slide- 
film in color, You and Labor Law, 
was produced which outlined the 
history of the law and illustrated 
its important facets. Only by turn- 
ing off the steam and taking a calm 
look at the history of labor law can 
we understand our present law— 
says the slidefilm’s cartoon image- 
ry. Industry has been purchasing 
the film for use with management 
and labor audiences. iy 


BOTH THE MEDIUM 


AND 





Visualizing the Slidefilm Story 


A PICTORIAL REVIEW OF THE SALESMATE SLIDEFILM 


All too infrequent are examples 
of audio-visual equipment makers 
and film producers using the audio- 
visual media to sell themselves. 

No shoemaker’s child is the 
Salesmate, a portable all-transis- 
torized sound slidefilm projector. 
The Charles Beseler Company, its 
maker, has had Selling Films, Inc. 
produce an effective sound slide- 
film to demonstrate both the med- 
ium and the new equipment. Hand- 
some as the smart attache case in 


THE SALESMATE 





AT THE TOUCH OF A 





which Salesmate is contained, the 
slidefilm is shown to all equipment 
and film prospects on the machine 
itself . . . selling both the medium 
and the Salesmate along the way. 

Weighing only 19 pounds and 
14” high, the highly portable 
equipment can and does go nearly 
everywhere. Currently it is help- 
ing Nelson Rockefeller sell the 
citizens of New York a new Re- 
publican governor. my 
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With intensified competition, companies with 
the best selling tools will come out on top. 


I bring the visible image of vivid, sharp pic- 
tures, the excitement of compelling sound. 





What kind of pictures can be put on my screen? 
Any kind. For example, this automobile . . . 


Few families have seen this kind of compelling 
sales presentation . . . right at home. 


BERLE ea ihe 
Setting me up for action is simplicity itself. 
Just open my screen, like this .. . 


—— “ 
I am the most effective way ever devised to 
help reach and sell more customers . . . 


Sound slidefilms can help your salesmen make 
more effective calls than ever before . . . 





I can also go fo retail stores and impress sales 
points on key personnel... 





Any questions? The man who brought me here 
has the answers. I'll turn myself off. 
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Film Shows Manufacturers 
How to Make Their Own Boxes 
tr How the manufacturer who buys 
set-up boxes can save time, space, 
and usually money too by produc- 
ing his own rigid boxes from flat 
blanks is told in Profit Packaging 
With Boxmaster, an i8-minute 
sales and demonstration sound- 
color film presented by the Indus- 
trial Sales Division of United Shoe 
Machinery Corporation. 

Purpose of the film is to show 
how the Boxmaster, a semi-auto- 





Demonstrating a new box-making machine 
is purpose of this film. 


matic machine for forming rigid 
boxes, can be used to improve al- 
most any manufacturer’s packag- 
ing operation. 

The film shows a typical busi- 
ness man who faces a challenging 
set of packaging problems in re- 
spect to box strength, storage 
space, availability and costs—and 
how the packaging machinery 
helps him to meet his objectives. 

Scenes taken in factories using 
the Boxmaker show the variety of 
applications of this equipment. 
Representatives of folding box 
producers who are local sources 
for the die-cut blanks have a prom- 
inent role in the film. 

The film was produced for 
United’s Industrial Sales Division 
by Bay State Film Productions, 
Inc. It may be purchased at cost 
by folding box companies as a 
sales tool. Bookings for trade 
groups and others are being han- 
died by the Advertising Depart- 
ment of United Shoe Machinery 
Corporation, 140 Federal Street, 
Boston 7, Massachusetts. iy 

* - - 


“You and the Silicones” Is 
New Dow Corning Color Film 

Dow Corning Corporation of 
Midland, Michigan has released 
You And The Silicones, a 16mm 
sound-color motion picture with a 
running time of 31 minutes. 

You And The Silicones covers 
the newest industry-wide applica- 
tions of silicone materials. In- 
cluded are such diverse uses as 
silicones in cosmetics and a new 
silicone rubber stock that self- 
vulcanizes at room temperature. 

Designed for showings to top 
management and technical audi- 
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What's New in Sponsored Pictures 


Current Motion Pictures & Slidefilms for Business 


ences, the motion picture was 
produced by the film section at 
Dow Corning, with final editing 
work performed by George W. 
Colburn Laboratory. Le 


* * * 


“Redwood Roundtable” Shows 
Logging of Forest's Giants 

The thunderous roar of a 200- 
ton redwood tree crashing down 
through the forest is one of the 
authentic sounds included in Red- 
wood Roundtable, a new 20-min- 
ute sound slidefilm in color spon- 
sored by Simpson Redwood 
Company for showings to its dis- 
tributors, lumber dealers and 
builders. 

Interspersed with other sounds 
of redwood forestry operations and 
of milling machinery, Redwood 


Roundtable describes the com- 
pany’s selective logging of redwood 
lumber. Full color photographs 
show the timber expert selecting 
trees for cutting, and explain why 
over-large trees must be downed 
periodically so that young seed- 
lings will get more sunlight and 
grow faster. 

Color scenes and narration fol- 
low the huge trees as they are 
transported to the mill and carried 
through the entire lumber process, 
including stacking for air and kiln 
drying. Data on grading and uses 
of redwood for home building and 
in industry also are included. 

The slidefilm is available for 
free showings to trade and con- 
sumer groups. Requests should be 
directed to Simpson Logging Com- 
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BUSINESS FILM PRODUCERS 


MOTION PICTURES THAT WIN RESULTS 


AND THE ACCLAIM OF AUDIENCES & JURIES 


20 NATIONAL AND INTERNATIONAL 
FILM AWARDS IN THE PAST NINE YEARS .. . 


Hollywood Studio: 
6063 Sunset Boulevard 
Hollywood 28, California 
HOllywood 4-3183 


Eastern Office: | 
1022 Forbes Street 
Pittsburgh 19, Pa. 
EXpress 1-1846 








quaseteventt Seca. 
The sound of the saw lends authentic 
realism to new Redwood film. 

pany, 1031 White Building, Seat- 
tle, Washington. a 


* % * 


How Farmers Can Profit by 
Using Plastics Is a Film Topic 
vr How the modern farmer can 
realize extra profits through the 
practical use of polyethylene film 
is the theme of a new 30-minute 
16mm sound motion picture in 
color, sponsored by the Plastics 
Division of Visking Company, 
Division of Union Carbide Cor- 
poration, Chicago. 

Titled Production Protection and 
Profits on the Farm, the film is 
available for free showings as an 
educational service to farmers and 
county agents. 

Produced for Visking by Graph- 
ic Pictures, Inc., Chicago, the film 
highlights the use of “Visqueen” 
polyethylene film as a mulching 
material, as liners for ponds, bins 
and ditches, silo covers and caps. 
It also explains other applications 
such as irrigation tubing, animal 
shelters, crop covers, etc. 

Applications for showings should 
be made to: Advertising Dept., 
Visking Company, Plastics Divi- 
sion, 6733 W. 65th St., Chicago, 
Illinois. be 


* * * 


“Most Famous Pants” Subject 
Of Six-Minute Documentary 
vy Blue Jeans, a six-minute docu- 
mentary about “the most famous 
pants in the U.S.A.” has been pro- 
duced by the National Cotton 
Council for public service tv pro- 
gramming and subsequent release 
to school and college audiences as 
an educational feature. 

The 16mm b/w sound film was 
produced in cooperation with the 
Denim Council of the Association 
of Cotton Textile Merchants of 
New York, by the Cotton Council’s 
audio-visual department at Mem- 
phis, Tenn. 

Blue Jeans shows how cotton 
fibers are processed into denim and 
manufactured into jeans for Amer- 
icans of all ages. It traces the use 
of denim by early settlers, railroad- 
ers, cowboys and others over the 
past 100 years, and its popularity 
with suburbanites today. a 
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1) NO UNTIMELY interruptions of 2) YEARS OF USE without re- 


your 16mm film schedules because placement is provided by the new 
of breakdowns caused by improper pulidown tooth of tungsten car- 
oiling. The Pageant Projector is bide. Tested more than 2000 
lubricated for life. hours, it evidenced no grooving. 


HOURS OF USE 


with the Kodak Pageant Projector, AV-O85 


3) NO MUSS, FUSS, or lost time in 
setting up. With folded reel arms, 
attached drive belt, and printed 
film path, your Pageant Projector is 
ready to go on a moment's notice. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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What's it all mean? That the Pageant 
AV-085 is the projector that’s always 
ready to go on with the show. Cost? 
Just $439!* 


P.S. Naturally you get sparkling, de- 
tail-filled pictures along with full, 
natural sound. Why settle for less? 
See a nearby Kodak Audio-Visual 
Dealer for a demonstration. Or 

write for Bulletin V3-22. 









*Price is list, subiect 
to change without 
notice. 








Color Expert Merle Dundon 
Receives Kalmus Gold Medal 
% Dr. Merle L. Dundon, assistant 
manager, Film Emulsion and Plate 
Manufacturing Div., Eastman 
Kodak Company, has been selected 
for the Herbert T. Kalmus Gold 
Medal Award by the Society of 
Motion Picture and Television 
Engineers. 

Dr. Dundon will be presented 
with the award at the SMPTE’s 
84th semi-annual convention Oc- 
tober 20-24 at the Sheraton-Cadil- 
lac Hotel in Detroit. 

In giving the award to Dr. Dun- 
don, SMPTE cites his outstanding 
contributions to the development 
of color film products for the mo- 
tion picture and television indus- 
tries. 


Quarter Century in Research 

For more than 25 years, Dr. 
Dundon has been closely asso- 
ciated with development work re- 
lated to such color products as 
Kodachrome films, Monopack, 
Eastman Color Negative and East- 
man Color Films. He has made 
valuable contributions to the de- 
velopment and improvement of 
Eastman Color Internegative Film 
and in the development and pro- 
duction of Color Intermediate 
Film. 

Dr. Dundon received his B.S. 
degree from Mt. Union College in 
1917, and his M.S. and Ph.D. de- 
grees from Ohio State in 1920 and 
1922, respectively. He joined the 
Research Laboratories at Eastman 
Kodak Co. in 1923, specializing 
in photographic chemistry and 
processing of photographic film. In 
1929 he was transferred to the 
Film Emulsion Department at 
Kodak Park, where he is presently 
working, having been since 1950 
assistant manager of the Film 
Emulsion and Plate Manufacturing 
Division. 

Has Received Many Honors 

He has been awarded a National 
Research Council Fellowship in 
1922 and 1923, the Bronze Medal 
of the Societe Francaise de Photo- 
graphique in 1924 and a Doctor 
of Science degree from Mt. Union 
College in 1943. 

Dr. Dundon is a member of 
Sigma Xi (honorary science), Phi 
Lambda Upsilon (honorary chemi- 
cal), Gamma Alpha (graduate 
scientific), American Association 
for the Advancement of Science, 
American Chemical Society, So- 
ciety of Photographic Scientists 
and Engineers, and a fellow in 
the Photographic Society of 
America. Wad: 
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This modern structure houses Seattle’s Audio-Visual Center. 


Jaffarian Firm Doubles Size 
Of Its Facilities in Seattle 

vy Audio-Visual Center, Inc., 
Seattle, Washington, has just com- 
pleted construction of a new annex 
which doubles its existing facilities, 
according to P. H. Jaffarian, presi- 
dent and manager. Jaffarian is 
the newly-elected president of Na- 
tional Audio-Visual Association 
for 1958-59. 

Jaffarian entered the audio- 
visual field 12 years ago with a 
religious film library in the base- 
ment of his home. The business 
grew rapidly, and in a short time 
reached out into the educational 


and industrial motion picture fields 
also. 

After two moves into larger 
quarters, the building on the pres- 
ent site was purchased six years 
ago. Since that time, two addi- 
tions have been made. Two years 
ago, adjacent residence property 
was acquired; and in April of this 
year, the residence was torn down 
and construction started on the 
new annex, just completed. As a 
part of the expansion program, the 
original building was completely 
renovated. 

The expanded quarters gives 
Audio-Visual Center one of the 
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Scratches on Film 
Irritate Audiences 





Scratches are havens for dirt, and 
refract light improperly. On the 

screen, they mar the picture and may 
distract attention. If on the sound track, 
they produce offensive crackling. 


Fortunately scratches can almost 
always be removed — without loss 
of light, density, color quality, 


or sharpness. 
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most attractive and best equipped 
establishments of its kind in the 
country, Jaffarian said. Besides 
ample space for equipment and 
materials display demonstration, 
departments for sound sales, equip- 
ment rentals and used equipment 
sales also are provided. 

An extensive film library serves 
church, school, club, industry and 
home motion picture and sound 
slidefilm users. The Center’s ser- 
vice department, under the man- 
agement of Al Swanstrom, cur- 
rently employs a staff of five per- 
sons. The organization provides 
professional service in offering a-v 
methods, devices and materials to 
educators, training experts and 
spiritual leaders in the Seattle 
area. Ly 

cad a * 


AFL-CIO Prepares Series of 

Films for Showing on TV Time 
vy The AFL-CIO has announced 
that it will sponsor a weekly 15- 
minute film series for showings on 
tv public service time. Title of the 
series will be Americans at Work. 

William F. Schnitzler, AFL-CIO 
secretary-treasurer, said the film 
series “will show the contributions 
of people to American industry 
and to America’s well-being.” The 
films, he said, will be educational 
in nature. 

The film project will be an ac- 
tivity of the organization’s public 
relations department. Production 
will be handled by Norwood Stu- 
dios, Inc., Washington, D. C. The 
series is expected to be ready for 
showing about November 1. 

Milton Murray has been named 
tv coordinator for the AFL-CIO 
to work with Norwood Studios on 
the film production. George Craig 
has been appointed tv field direc- 
tor to work with stations carrying 
the series. Ld 


ok * * 


New Color Sound Filmstrip 
Describes Boring Head Design 
x A new sound-color filmstrip on 
the design, construction and appli- 
cation of high-precision boring 
heads has been released by Briney 
Mfg. Co., Pontiac, Mich. 

The filmstrip, with a running 
time of 11 minutes, is suitable for 
showing to technical groups inter- 
ested in new tooling methods and 
applications. It can also be adapted 
to training machine operators in 
the proper use and maintenance of 
these tools. 

Arrangements for showings may 
be made direct with Briney Mfg. 
Co., 1165 Seba Rd., Pontiac, 
Mich., or through any of the com- 
pany’s field representatives. ye 
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Success assured. 


It’s an awfully good feeling to inspect your foot- 
age and see clean, rich reds, fully saturated yel- 
lows and rich blues in every frame. And, as most 
smart cine men know, the new Ansco emulsions 


provide this ultimate in color quality. 


Take Anscochrome Professional Camera Film 
[ype 242 for example. Here is a film that is 
specifically designed to produce low contrast 
master reels of superb quality. Relatively fine 
grain and beautifully soft in rendition, Type 242 
can be easily intercut with the exciting new Super 


Anscochrome emulsions. 


Use Anscochrome Professional Camera Film 
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with ANSCO 


[ype 242 for all productions where the finest i 
versatility is needed. Use Supe Anscochrome 
available light situations (daylight or tungsten 


where speeds of 100 are desirable 


YOUR SUCCESS WILL BE ASSURED. Ansco, 
Binghamton, N.Y. A Division of General Aniline 


& Film Corporation 
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Space-Age Conference HKeport 


Photo-instrument Engineers Prepare for Increasingly 
Important Part in Expanding Air, Missile Programs 


w A look into the fascinating 
future of America’s space-age pro- 
gram and the increasingly impor- 
tant part that photo-instrumenta- 
tion will have in this program lent 
special significance to the third an- 
nual National Photo-Instrumenta- 
tion Symposium and Exhiborama 
of the Society of Photographic In- 
strumentation Engineers, held July 
29 to 31 in the Statler-Hilton 
Hotel, Los Angeles. 

This year, for the first time, 
classified sessions were included as 
part of the SPIE technical program. 
Security clearance was required in 
advance for all persons attending 
these sessions. 

“Secret” ARDC Briefing 

First such session, classified as 
“secret,” was an “ARDC Com- 
mand Presentation,” an official Air 
Research and Development Com- 
mand briefing, intended to provide 
management and technical person- 
nel with a comprehensive view of 
the Air Force development pro- 
gram, its progress and a look at 
the future. 

This presentation was made by 
Col. Tosti, special assistant to Lt. 
Gen. Samuel E. Anderson, Com- 
mander, Air Research and Devel- 
opment Command. Col. Tosti has 
been associated with many devel- 
opment programs in jet propulsion 
and guided missiles. 

Films Point Up Report 

In his briefing, a two-and-a-half 
hour presentation which interlaced 
sound motion picture footage, 
silent motion picture footage, and 
slides, Col. Tosti first outlined the 
broad objectives of the Air Force 
atmospheric and space programs 
and explored various possibilities 
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along which future military require- 
ments might evolve. 

Current weapons systems were 
then related to the basic program. 
Details of these programs were 
described, and films and slides 
showing the status of these proj- 
ects were presented. 


Preview of Missile Program 

The second “secret” session 
comprised a field trip to the Naval 
Air Missile Test Center, Point 
Mugu, California, where engineers 
were briefed on programs cur- 
rently in progress, and later toured 
the center's instrumentation and 
range facilities. 

Two sessions classified as “con- 
fidential” also were part of the 
Symposium program. These were 
workshop sessions, one covering 
“Optical Instrumentation Utilized 
at N.O.T.S. Inyokern Ranges,” and 
the other “Track Instrumentation.” 


Film Techniques Shown 

The first of these sessions was 
a presentation by N.O.T.S. per- 
sonnel of the optical instrumenta- 
tion and techniques developed for 
obtaining data on free-flight mis- 
siles tested on its various ranges. 
The “Track Instrumentation” ses- 
sion, led by Paul Lawrence of the 
Air Force Flight Test Center, Ed- 
wards, California, investigated the 
forthcoming measurement prob- 
lems in track testing that can be 
attacked through applications of 
photo-instrumentation. 

A talk on “The Space Age” was 
a highlight of the all industry ban- 
quet which closed the official Sym- 
posium program. Speaker was 
Dr. J. H. Stewart, division chief, 
Design and Power Plants Depart- 
ment, Jet Propulsion Laboratory, 
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California Institute of Technology. 
Dr. Stewart also is chairman of 
the Advisory Group on Special 
Capabilities, Department of De- 
fense. 

Subjects presented for discus- 
sion at open sessions of the Sym- 
posium included: 

“Cine Radiography,” by Dr. 
Irving Rehman, consultant, Roto- 
test Laboratories. 

“Inconsistencies of 70mm Film 
and Equipment,” by Jack Carr, 
Northrop Aircraft, Inc. 

“Data Reduction of Photo-In- 
strumention Records,” by Donald 
B. Prell, vice-president, Benson- 
Lehner Corp. 

“Recent Developments in Zoom 
Lenses,” by Dr. F. G. Back. 

“The Elements of Photo-Instru- 
mentation,” by Amron Katz, Rand 
Corporation. 

“TV Techniques in Photo-In- 
strumentation,” by Frank Pike, 
applications engineer, Kintel Div., 
Cohu Electronics. 

A panel forum session on “Pho- 
tograph Méiss-Distance Systems” 
had as members Dr. Wolfgang 
Klemperer, Douglas Aircraft; Wal- 
ter Karkow, Bell & Howell; Wil- 
liam Thornton, Del Mar Engineer- 
ing Laboratories; Al Misevich, 
Naval Air Missile Test Center; 
Capt. George Cannon, Air Defense 
Command; Alexander Easson, 
Computing Devices, Canada; and 
Fred G. Roberts, Jr., Traid Cor- 
poration. 

During the SPIE symposium, 
a joint meeting was held with mem- 
bers of the Southern California 
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Chapter of the Biological Photo- 
graphic Association. Topics 
discussed at this meeting included: 
“LogEtronics—Recent Experi- 
ence in Medical Photography Uti- 
lizing a New Electronic Scanning 
Technique to Provide Enhanced 
Photo Images for X-Ray Diagno- 
sis, etc.,” by Lloyd Matlovsky, chief 
of the Photographic Department, 
Los Angeles County General Hos- 
pital and University of Southern 
California Medical School. 


“A New Approach to Supple- 
mental Lens Usage, With Empha- 
sis on Employment of the 7’’ Aeor- 
Ektar for Magnification in Lieu of 
Bellows and Extension Tubes,” by 
F. Ayton Everest, of the Photo- 
graphic Staff of Moody Institute 
of Science. 


“Potential Applications in Medi- 
cal Technology for Miniaturized 
Military Camera Equipment,” by 
Al Bernard, of J. A. Maurer, Inc. 

Equipment manufacturers in the 
Exhiborama included: Associated 
Industries; Benson-Lehner Corpo- 
ration; Berndt-Bach, Inc.; Fair- 
child Data Devices Corporation; 
Gordon Enterprises; Houston 
Fearless Corp.; L-W Photo Prod- 
ucts Company; Magnasync; D. B. 
Milliken Company; Moviola Mfg. 
Company; Pacific Optical Corpo- 
ration; Photo Research Corpora- 
tion; Photo-Sonics, Inc.; Richard- 
son Camera Company, Inc.; 
Semler Industries, Inc.; Traid Cor- 
poration; Vue-Tronics Company; 
Wollensak Optical Company; and 
Zoomar, Inc. Lye 





Canada’s Contribution to Atomic Energy Conference 


< The Big Z, film story of the 
development of the world’s great- 
est uranium mining area, was one 
of Canada’s film contributions to 
the second International Confer- 
ence on the Peaceful Uses of 
Atomic Energy in Geneva Septem- 
ber 1 to 13. 


Completed early this year by the 
Ontario Department of Mines in 
cooperation with some of the min- 
ing companies active in the area, 
The Big Z was almost two years 
in the making. 

The full color film tells in 
graphic detail the story of the 
events that transformed the Elliot 
Lake area in Ontario from primi- 
tive bushland to the busiest mining 
area in Canada in less than five 
years. Twelve great uranium mines 
are now in production in the area. 
The film was produced by Jack 
Chisholm Films of Toronto. 

For the showing of The Big Z 
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during the Geneva conference, the 
sound track was transcribed in 
four languages — English, French, 
Spanish and Russian. The inter- 
national audience was able to hear 
the narration simultaneously 
through the use of earphones which 
let persons select the language of 
their choice. 
Prints Available in U.S. 

Ever since it has been available 
to Canadian audiences, all prints 
have been booked as much as two 
months in advance. The film is 
loaned by the Department of Mines 
without charge to schools, clubs, 
mining and investment groups and 
other organizations. Extra prints 
have been made available for over- 
seas use through Ontario House in 
London and through the National 
Film Board. The Film Board also 
has copies of the film in United 
States offices to handle U.S. re- 
quests. a 
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AN Optional FEATURE 
AVAILABLE FOR FACTORY INSTALLATION 
ON ALL NEW OR EXISTING AURICON 

OPTICAL SOUND-ON-FILM CAMERAS 


U.S. PAT. OFF 
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Auricon proudly presents ‘‘Filmagnetic” High-Fidelity sound-on-film Récording, for 
lip-synchronized Talking Pictures and Music of Quality, on 16 mm black and white or color 
film pre-striped for magnetic sound before it is exposed to light. “Filmagnetic” sound and 
optical picture are recorded Single-System on the same film at the same time! The “Filmagnetic” 
Unit, installed at the Factory in any Auricon Camera, can be temporarily removed without the 
use of tools, thus providing a choice of High-Fidelity Optical or Magnetic sound-tracks. Your 
pre-striped film with magnetic sound lip-synchronized to your picture, passes through the normal 
picture-development and is played back on any 16 mm Magnetic Sound Projector, including the 
Ampro, B&H, RCA, and others. “Filmagnetic” Outfit complete . .. $870.00 

PLEASE MAIL COUPON BELOW FOR FREE INFORMATION... 


‘Filmagnetic’’ Twin-Head Camera 
sl ecording Unit, with Record and 
Instant-Monitor Magnetic Heads, 
which automatically open for easy 
threading ... complete with Model 
MA-10 Amplifier, $870.00 installed 
on any new Auricon Camera at the 
Factory. Small extra installation 
charge on existing Auricon Cameras. 


a “Filmagnetic’’ 3 Input Amplifier, 
Model MA-10, with High-Fidelity 
Microphone, complete Cables and 
Batteries, in a Cowhide-Leather 
Carrying Case. Super-portable, 
weighs only 7 pounds, carries easily 
with shoulder-strap during operation! 


Sannin AE earning 6 MM SOUND-ON-FILM SINCE 1931 


‘FILMAGNETIC’ SOUND FOR COLOR OR BLACK & WHITE 
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Andrew Gold Joins Transfilm 
As a Producer-Director 
Andrew L. Gold has joined 
Transfilm Incorporated as a pro- 
ducer-director, it was announced 
by Michael A. Palma, the com- 
pany’s executive vice-president. 
Gold, who was eastern production 
chief of Warner Brothers when he 
left that company in 1956, was 





Andrew L 


Gold 


more recently chief of production 
and staff director for Vidicam Pic- 
tures Corp. 

A veteran of more than 20 years 
in motion pictures, Gold was with 
Warner's from 1947 to 1956. Dur- 
ing World War I he was a major 
and chief of training for all U.S. 
Army Signal Corps Photographic 
Schools. 

Gold has produced, directed or 
photographed more than 100 the- 
atrical, business and government 
films as well as several hundred tv 
commercials. The World of Kids, 
which he directed and photograph- 
ed for Warner’s, won an Academy 
Award in 1951. He is a member 
of the Screen Directors Interna- 
tional Guild and a class “A” cam- 
eraman with IATSE Local +644. 


+ * * 


Gilbert Williams Now a Staff 
Director at Robert Lawrence 

+ Gilbert Williams has joined 
Robert Lawrence Productions as a 
staff director. 

For the past seven years, Wil- 
liams has been directing at Van 
Praag Productions, being credited 
with over a thousand commercials. 

Williams has had wide experi- 
ence with automotive .films, hav- 
ing worked at all major test tracks. 
One of his commercials for Edsel 
won a New York Art Directors 
Award in 1957. Another, for 
Chevrolet, won the Detroit Ad- 
vertising Club’s Gold Medal 
Award. 

Mel Bourne, former set designer 
for Maurice Evans and the Theatre 
Guild, has joined Robert Lawrence 
Productions, Inc., as staff scenic 
set designer. le 
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News of Staff Appointments Among Manufacturers, Producers 


Roy Lampe to Direct Sales 
For Q.£.D. Industrial Dept. 

Appointment of Roy Lampe as 
sales manager of the recently ex- 
panded Industrial Sales Depart- 
ment of Q.E.D. Productions, Inc., 
New York City, has been an- 
nounced by Robert Baron, presi- 
dent. 

In addition to handling sales of 
all Q.E.D. services, including in- 
dustrial, promotional and sales 
training films and tv commercials, 
Lampe also will direct the com- 
pany’s sales promotion activities. 

Before coming to Q.E.D., 
Lampe was account supervisor for 
Harold Schor Associates, industrial 
pr organization. a 


Consider... 


Parthenon Forms Techfilms 
Unit for Special Projects 

Parthenon Pictures-Hollywood 
has announced the establishment 
of a new production unit. 

Under the name of Techfilms, 
the new unit is producing classified 
film reports, facilities films and 
other technical motion pictures for 
missile and aircraft contractors. 
The first two productions have 
been completed for Sundstrand/ 
Turbo; contributory footage has 
been completed for General Dy- 
namics-Convair. 

Associate producers in charge 
are Herbert Thurman and David 
Bowen, under executive producer 
Charles (Cap) Palmer. a 
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Evans Named General Manager 
Of Southwest Film Industries 

© John E. Evans, former St. Louis 
advertising executive, has been ap- 
pointed general manager of South- 
west Film Industries, Inc., it was 
announced by Joel Benedict, pres- 
ident of the Tempe, Arizona com- 
pany. 

As producer-director for D’Arcy 
Advertising, St. Louis, Evans 
scripted the first hour-and-a-half 
tv spectacular designed for chil- 
dren’s audiences two years ago, 
and carried over a 75-station ABC 
network. He also was writer-pro- 
ducer for a series of weekly tv 
musical shows featuring nationally 
known performers. 

Before joining D’Arcy, Evans 
was a tv producer-director at 
KETC, St. Louis. At Southwest 
Film Industries, he will supervise 
the company’s expanding commer- 
cial films production. Southwest 
recently completed a year’s series 
of tv commercials for the Valley 
National Bank, Phoenix. ag 


* * * 


Association Films Adds Two 
Men to Headquarters Staff 

* Robert W. Bucher and Robert 
D. Mitchell have joined the head- 
quarters staff of Association Films, 
Inc. Bucher, formerly a division 
staff member in sales with Mobil 
Overseas Oil Company, will have 
sales responsibilities. Mitchell, for- 
merly manager of employee rela- 
tions of the Okonite Company, will 
have administrative and personnel 
responsibilities. yy 

* * * 

Vin Agar New Western Div. 
Mgr. of Natural Lighting Corp. 
* Vin Agar has been appointed 
western division manager of the 
Natural Lighting Corporation, of 
Glendale, California, manufactur- 
ers of “ColorTran” and “Grover- 
lite” professional studio lighting 
equipment. 

Agar has had 25 years’ experi- 
ence in the photographic and 
graphic arts industry. His most re- 
cent position was as head of the 
Graphic Arts Department at the 
University of California’s Radia- 
tion Laboratory in Livermore and 
Berkeley, where he was in charge 
of all reproduction, still and mo- 
tion picture photography. 

Previously he had been vice pres- 
ident of sales at Watland Incorpo- 
rated, Chicago, !ll. His experience 
also includes direction of reproduc- 
tion and photographic services at 
Argonne National Laboratories. 
During World War II he was med- 
ical photographic officer at the 
Armed Forces Institute of Pa- 
thology in Washington, D.C. & 
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Hilliard Appointed Laboratory 
Consultant for Geo. W. Colburn 

Allen Hilliard has been ap- 
pointed to the newly created exec- 
utive post of laboratory consultant 
by Geo. W. Colburn Laboratory, 
Chicago, Ill. 

In addition to customer and 
public relations work, Hilliard will 





Allen Hilliard 


edit and coordinate all technical 
literature published by the motion 
picture laboratory. 

Hilliard joined the Colburn or- 
ganization in 1955 as a film editor 
and writer. He previously was 
associated with Video Films, De- 
troit, and Dallas Jones Produc- 
tions, Inc., Chicago. Vd: 
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Creed Appointed Balomatic 
Supervisor at Bausch & Lomb 

* John N. Creed has recently 
joined the Consumer Products 
Division of the Bausch & Lomb 
Optical Co., Rochester, N.Y. He 
succeeds Ed Sweeney as product 
supervisor for the Balomatic line 
of slide projectors. 

Since graduating from the Uni- 
versity of Rochester in 1951, Creed 
has held various sales and man- 
agement positions with photo- 
graphic dealers, as an outside 
salesman for a photographic whole- 
saler, and as sales and technical 
representative for a photographie 
manufacturer. 

ca * BS 


Staff Promotions, Additions 
Are Announced by Transfilm 

* A number of promotions and 
additions to the staff of Transfilm 
Incorporated have been announced 
by Michael A. Palma, executive 
vice-president. 

Philip Larschan and Michael 
Calamari, both former senior 
editors with the company for eight 
years, have been promoted to 
staff producer and supervising 
editor, respectively. The editorial 
vacancies were filled with three 
new editors. 

Robert Melahn, formerly a pro- 
duction supervisor with Caravel 
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Films, has joined Transfilm as 
staff producer. Also joining as 
staff producer is John Trenear, 
formerly a CBS-TV unit manager 
and production supervisor for both 
live and filmed tv shows. ly 


“ 
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Crawley Films Names Hansson 
Director of Administration 

Thorsten Hansson has been ap- 
pointed to the newly created post 
of Director of Administration for 
Crawley Films Limited. 

Swedish born, Hansson holds 
degrees in both civil and mechan- 
ical engineering. His experience 
includes posts as district chief for- 
ester and assistant engineer for 
one of Sweden’s largest steel and 
lumber producers; superintendent 
and research engineer with the De- 
partment of Lands and Forests and 
Abitibi Power and Paper; national 
sales manager and later president 
of Strathmos Schale Manufactur- 
ing Limited; and assistant general 
manager of Booth Lumber. 

At Crawley Films, Hansson will 
be in charge of all phases of busi- 
ness management. tt 

at * * 
Mrs. Roma Korris to Assist 
President of Music Makers 

Mrs. Roma Korris has been 

appointed assistant to Mitch Leigh, 


creative director and president of 


Music Makers, Inc., New York 
film music concern. I 
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from 2 through 24 fields 
60” zoom travel 
Massive main column (334" dia.) and rugged guide 
column (2" dia.) ground for accurate performance 
Ball bearings for smooth zoom action. 

Precision machining throughout with .001 accuracy 
24” east/west, 18’ north/south travel. 

360° Rotational table with precise locking action 
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movements. 
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Associated Missile Products, Pomo™ 1, Calif. 

Campbell Films, Saxton’s River, Ve:mont 

Holland-Wegman Productions, Buffalo, N. Y. 


Government of Pakistan 

Sandia Corporation, Albuquerque, N. M 
Telefects, Inc., New York, N. Y. 

TV Spot Service, Cedar Rapids, lowa 
UNESCO (Aid to India), Paris, France 
Veterans Administration Hosp., Topeka, Kan 
Viguie Film Productions, Santurce, P. R 
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“Metropolis In Motion.” about to be released 

| 

jointly by The Port of New York Authority and 

by the Triborough Bridge and Tunnel Authority, 
d So Dp 

was produced by Audio Productions, Inc., 

our script and storyboard. 
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“Metropolis In Motion” is our second film-writing 


The Port of New York Authority. 
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For 13 years we've specialized in the planning 
and writing of films and visual materials that 
get results. Our experience spans more than 
1000 assignments! 


We'd like to put this experience to work for 
you—to help you get results. 
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Mitchell Robot Unit Provides 
Remote Follow-Focus Control 


The Mitchell Robot Focus Con- 
trol, a major camera accessory 
which makes possible follow-focus 
scenes previously considered as 
impractical or too costly in terms 
of camera set-up time, has been 
announced by Mitchell Camera 
Corporation, Glendale 4, Califor- 
nia. 

Manufactured by Mitchell for 
all BNC cameras, the Robot Focus 
Control can be used in extremely 





Mitchell Robot Focus Contr: 


confining sets as well, or where 
the camera is mounted on a crane 
not equipped to hold a camera 
assistant. 

Through the use of a slave sel- 
syn component mounted on the 
camera, the Mitchell may be fo- 
cused remotely through a matched 
transmitter mate at slow or fast 
speeds. 

The Robot comes complete in 
a fitted case and may be installed 
easily and quickly by following the 
drawing and directions supplied 

* + os 
Ceco’s Stop Motion Motor 
Available for All Maurers 


A completely new 110-volt 
A.C. synchronous stop motion 
motor for the Maurer camera has 
been introduced by Camera Equip- 
ment Co., Inc., New York City 
Developed by Ceco’s engineering 
and design department for the 
company’s clients who use Maurer 
cameras, the device is now being 
made available to all 
equipment users. 

Included on the motor are a 
counter and a control box. Other 


Maurer 


exclusive features include: D¢ 
braking, forward and reverse 
switches, continuous operation 


switches, and a hand control switch 
for single-frame operation. 

The stop motion motor attaches 
to the Maurer without the use of 
any special tools. Uy 
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Portman Animation Compound 


Warren Conrad Portman Co. 
Has New Animation Compound 


The Warren Conrad Portman 
Company is now offering a new 
Animation Compound. 

The Compound features 19” 
north/south and 26” east/west 
movements which are completely 
ball bearing mounted. The 20” 
by 28” mahogany table top has 
two peg tracks with 22” travel. 
The table top rotates 360 degrees. 
It has a 9” by 122” hole through 
it for rear projection. 

The Portman Compound may be 
used with any camera stand. It 
is priced at $1790, complete. A 
12-page catalog is available from 
the manufacturer at 41 MacQues- 
ten Parkway, Mount Vernon, 
New York. Vd 

* a % 
Hollywood Film Co. Markets 
Combination Table Hot Splicer 


A new combination table model 
hot splicer for splicing 16mm, 
17¥emm, 35-32mm, Cinemascope 
and 35mm film on one set of pins 
has been announced by Hollywood 
Film Company, Hollywood, Cali- 
fornia. 

Other features of the combina- 
tion table, model number FSC- 
105, are a special scraping block, 
a scraping blade adjustment block, 
a thermostatically controlled meth- 
od of heating the machine to splic- 
ing temperature in 10 minutes. The 
unit enables the operator to double 
scrape 


Hollywood FSC-105 Splicer 





New Makro-Kilar Lens for 
Arriflex Focuses Down to 4” 

The new 40mm f/2.8 Kilfitt 
Makro Kilar A lens, just announc- 
ed by Kling Photo Corporation, is 
said to make possible continuous 
focusing of Arriflex 16mm and 
35mm cameras from infinity to 4” 
without need for extension tubes 
or other accessories. 

Use of the new lens in Arri 
mount is said to permit filling the 
film frame with a subject area as 
small as 19/32” x 7/8” with the 
Arriflex 16, and 114” x 134” with 
the Arriflex 35. 

Unique construction of the crit- 
ically corrected lens incorporates 


oft 


Kilfitt Makro Kilar Lens 





an extra-long helical mount to per- 
mit covering the extreme focusing 
range, the company says. Long, 
medium, and close-up shots can 
now be made without changing 
lenses. 

F-stops from 2.8 to 22 may be 
pre-set to permit focusing with the 
lens wide open, and instant change 
to the pre-selected f-stop for shoot- 
ing. Focusing is simplified by the 
Arriflex’s through-the-lens focus- 
ing feature. 

Built-in deep lens shade takes 
standard Series V filters. For ex- 
tremely close focusing distances, 
the lens provides a scale of expo- 
sure correction factors as well as 
reproduction ratios. 

The new lens weighs only 6 oz., 
and is priced at $195.00. It is 
available through franchised Arri 
dealers. he 

x * a 
Oscar Fisher Company Awarded 
$300,000 Air Force Contract 

Oscar Fisher Co., Inc., New- 
burgh, N.Y., has been awarded a 
$300,000 Air Force contract for 
Processall stainless steel high- 
speed 16mm and 35mm film pro- 
cessing equipment, president Oscar 
Fisher reports. The Fisher equip- 
ment, which uses spray immersion 
plus a drying system using turbu- 
lent, heated air, handles film at a 
rate of 30 feet per minute. a 


BUSINESS SCREEN 


PROJECTION EQUIPMENT 


Sound Masters Offers 16mm 
Repeater Projector Unit 
‘“e Sound Masters, Inc., is now of- 
fering a new 16mm sound repeater 
projector for point-of-sale presen- 
tations. 

Light in weight (23 Ibs.), the 
projector operates on AC or DC 
current, may be set up in less than 





S/M Repeater Pro‘wctor 


a minute, and holds a magazine 
load with 22-minutes of screening 
time. 

The special magazine, called 
“Lift-Off,” is exclusive with the 
Sound Master’s repeater. It lifts 
off the projector quickly, while 
another can be snapped in place 
in a few moments. 

Other features include a lug- 
gage-type case, one-switch control. 
and power cord and screen which 
spring out in one motion, ready 
for use. 

The Sound Masters’ repeater 
projector is now being used suc- 
cessfully by a number of industrial 
concerns, including Grumman, Re- 
public, Lockheed, Philco, Inger- 
soll-Rand, Outboard Marine, 
Chamor Mfg., Famous Artists 
Schools, Premiumwares and Gen- 
eral Electric. Ly 

2 * * 
New 25-Watt Projector Added 
To Kodak’s “Pageant” Line 


* A smartly-styled 16mm sound 
projector with 25-watt amplifier 
has been introduced by Eastman 
Kodak Company, Rochester, New 
York. This newest member of the 
company’s “Pageant” line of pro- 
jectors is designed for use by busi- 
nesses, schools, churches and other 
organizations. 

The projector, designated as 
Model AV-255-S, has a heavy- 
duty 11” x 6” oval speaker with 
114” voice coil, usually found only 
on speakers 12” or larger. The 
baffled speaker has a 5.2-oz. Al- 
nico magnet of improved sensitiv- 
ity and efficiency. 

One master control panel con- 
tains tone, volume and microphone 
input volume controls. Case is fin- 
ished in desert tan, and speaker 


MAGAZINE 








grille is gold colored. Optional 
equipment will include an acces- 
sory head for playing magnetic 
sound tracks as well as optical 
ones. 

All standard features of the Pag- 
eant line are incorporated in the 
AV-255-S, including permanent 
lubrication, Kodak Super-40 shut- 
ter, single switch for forward and 
reverse, carbide pulldown claw, 
folding reel arms, fidelity control, 
three-wire cord, single-case design 
and optional 1200-watt lamp for 
long-distance projection. 

Available in September through 
Kodak audio-visual dealers, the 
AV-255-S lists at $535. ba 

* * * 
Radiant Shows New Line of 
Lenticular Screen Surfaces 

A new line of lenticular projec- 
tion screen surfaces has been in- 
troduced by Radiant Manufactur- 
ing Corp., Morton Grove, Ill., fol- 
lowing seven years of research and 
development. 

The silver lenticular surface, 
called “Optiglow,” is a_ bright 
screen designed for use in normally 
lighted as well as darkened rooms. 
Purpose of the lenticulation is to 
avoid the fall-off of light at side 
viewing angles sometimes experi- 
enced in “high-gain” metallic sur- 
faces. This unit replaces the 
Radiant “Du-All Classroom” 
screen formerly used for similar 
purposes. It is washable, as well 
as fungus and flame proof. 

The new “Uniglow” lenticular 
surface is designed for darkened 
room projection. It is said to 
afford finer sidelighting and to 
avoid the need for moving the 
audience to the center of the view- 
ing area. This material also is 
washable and fungus and flame 
proof. 

Where specialized projection 
surfaces are not required, Radiant 
can continue to supply standard 
fungus and flame proof “Vyna- 
Flect™ glass beaded material. 

Radiant’s line of “Educator” 
tripod screens with Optiglow sur- 
face are available in 40” x 40” 
and 50” x 50”; with Uniglow and 
Vyna-Flect from 37” x 50” 
through 70” x 70”. wy 

a He He 
Files for Polaroid “632” Slide 
Mounts Announced by Nega-File 
vr Designed to meet the need for 
individual filing of Polaroid Land 
Camera No. 632 slide mounts is 
a new photographic file available 
in three models for 25, 50 and 100 
slide mounts, announced by the 
(CONTINUED ON NEXT PAGE) 
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Sound Slidefilm Projector 


Product: “Synchrowink” remote-control! 
filmstrip projector, Model 576-47. 


Features: Light-weight (15 lbs.) unit 
has patented “Rediwind” film system; 
as film is shown it is automatically re- 
wound and ready for next use. Push- 
button control changes picture in 1/20 
second. Jet-stream film cooling; lock-in 
focus. Adaptable to automatic sound 
synchronization. 300-watt lamp. 3” lens, 
10’ control cord standard; 2, 4, & 5” 
lens, 35’ cord available. 
Price: $144.50. 


Manufacturer: DuKane Corporation, St. 
Charles, Illinois. 





Portable Business Theatre 
Product: “Super Cineducator.” 


Features: Complete audio-visual unit 

uses Busch Model-6A 2-way projector, 
screen cabinet with built-in 24%” x 
3342” screen, a-v table with built-in 8” 
speaker, and storage space. Cabinet is 
only 25” wide. Model-6A projector uses 
modified Kodak Pageant mechanism & 
sound system. To operate, unit needs 
only to be wheeled in, plugged into 
electrical outlet. 


Price: Complete unit, $898.00; projec- 
tor only, $598.00. 

Manufacturer: Busch Film & Equip- 
ment Company, Saginaw, Michigan. 





NEW & USEFUL AUDIO-VISUAL EQUIPMENT FOR TRAINING, SELLING 





To Project Polaroid Slides 


Product: Projector for instantaneous 
slides made with Type 46 Polaroid 
Film. 
Features: Model 610 designed for Polar- 
oid Transparency System. Transpar- 
ency and slide mount shaped to fit to- 
gether only one way; so slides cannot 
be projected upside down or backward. 
500-watt lamp; f 5.6 lens, 6'.” focal 
length, enlarges 214” x 214” slide to 8’ 
image at 20’. 115-v. AC motor. Makes up 
into own carrying case 10!.”x12”. 
Price: $109.75. 
Manufacturer: Polaroid Corporation, 
Cambridge, Massachusetts. 








Visual Perception Trainer 


Product: “PerceptoScope” multi func- 
tion 16mm training projector, Mark II. 
Features: Combines functions of strip 
or slide, flash and motion picture pro- 
jector, plus two-film projection, 19 pro- 
jection speeds (1-24 frames/sec.); auto 
or manual film advance control; elec- 
tronic eye control stops film on prede- 
termined cue. Unit may be stopped at 
any point, reversed for review. Remote 
control from hand-size unit on 25’ cable. 
Price: Model 5102-1 (70’ film cap.), 
$1275; Model 5102-2 (100’ cap.) $1325. 
Manufacturer: Perceptual Development 
Laboratories, St. Louis, Missouri. 
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Nega-File Company, 
Pa. 

Affording protection for each 
slide mount, the slide fits easily 
into individually numbered slots 
Each Nega-File has its own re- 
movable index for listing and easy 
location. An _ exclusive “angle- 
groove” construction provides ex- 
tra slide protection and simplifies 
insertions or removals. Each slide 
can be viewed without removal 
from the file. 

Construction of the file is of 
hardwood, with walnut finish. Files 
have lock-corner joints, brass- 
plated hardware, snap locks and 
leather handles for easy portability 
A catalog-handbook describing the 


Doylestown, 


units (P-34-25, P-34-50 and P- 
34-100) is available on request 
ae ” * 


New 500-W. Slide Projector 
Added to Bausch & Lomb Line 
Bausch & Lomb Optical Co. has 
added a new 500-watt automatic 
model to its line of Balomatic slide 
projectors. Known as the Balo- 
matic 305, the new projector shows 





balomat 305 Projector 


up to 40 slides (2” x 2”) with 
changes controlled by push-button 

High picture fidelity and con- 
stant focus are claimed as features 
Controls are grouped on a single 
illuminated panel; remote control 
is available as an accessory. 

List price is $99.50, including 
slide tray and carrying case. Addi- 
tional slide trays are $1.25 each 
Projector is finished in two-tone 
gray baked enamel. LQ 


+ . * 


DuKane Wide-Angle Lens 
Designed for Rear-Projection 

Designed primarily for rear pro- 
jection, a new wide-angle lens with 
a focal length of 1” has been added 
to the audio-visual products line 
of DuKane Corporation, St. 
Charles, Ill. 

The wide-angle lens will project 
a 9-ft. picture at a 10-ft. distance, 
the manufacturer states. The lens 
is available for use with DuKane’s 
576-39, 1,000-watt auditorium 
sound slidefilm projector, with 
single-frame filmstrip. DuKane 
part #463-39, the lens is priced 
at $65.00. ye 


A PORTABLE AUDITORIUM FOR TRAVELING SHOWS 





A giant portable auditorium— 
called the Portatorium—which can 
be erected in a few hours and seat 
1,000 persons, is being introduced 
by Wilding Picture Productions, 





ow it would look when set up 


Inc., Chicago, for use by clients 
and others as an all-weather en- 
closure for traveling shows. 

The portable auditorium also 
may be used for other events call- 


Presenting the Oxberry “STANDARD” 


a PROFESSIONAL animation stand for $3950. 





The Oxberry ‘‘Standard”’ is the only 
animation stand precision-engi- 
neered to professional standards 

. built to give you professional 
results .. . yet simple to operate 
and moderately priced! 

Among the innovations featured 
are N/S, E/W movements that have 
been calculated not only for the 
maximum requirements of anima- 
tion cels, but also for special 







































THE ANIMATION EQUIPMENT C¢ CORP. 


effects, rear projection work, crawis, 
titles, blueprints, still photography, 
and micro-filming! 

The Oxberry “Standard” is the 
result of the continuing efforts of 
Animation Equipment Corporation, 
the world’s foremost manufacturer 
of professional animation stands, 
to give you the finest in animation 
equipment. 


Write for free illustrated brochure. 


EQUIPMENT & FEATURES 
STAND 
All steel welded construction 
Two 258” ground columns 
Ball bearing camera carriage. 
Electrically powered zoom, 
single speed 
Zoom counter 
Removable shadowboard 
Underlighting. 
Top Lighting. 
3-point leveling system with 6 level- 
ing feet, 2 leveling gauges. 
COMPOUND 
N/S, E/W ball bearing movement 


360 degree rotation ball 
bearing movement. 


Spring loaded Platen. 
Two peg tracks. 


Four double counters with calibrated 
hand controls. 


Pantograph. 

Built-in cel table. 

Removable Center permitting rear 
projection work from floor. 


All prices f.0.b. New Rochelle, Neu 
York. Extra charges for packing cases, 
shipping charges, insurance. Specifica- 
tions and prices subject to change 
without notice. 

*ONLY EQUIPMENT NOT INCLUDED IS: 
Camera and Mount and Lenses 

Stop Motion Motor with Counter 
Light Bulbs 
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NESS 


such 
conventions 


ing for temporary quarters, 
as expositions, fairs, 
and festivals. 

Designed by A. J. Bradford, 
director of Wilding’s Customer 
Services Department, the Portato- 
rium is custom-designed and can 
be made to various specifications. 
A unit for seating 1,000 persons 
would be 180’ long, 50’ wide, 
22’ high, and would cost approxi- 
mately $20,000. 

The Portatorium will prove 
more satisfactory than a tent, Brad- 
ford believes, because it is easier 
to air condition or heat, and is 
safer. It will tend to squat down 
rather than blow over in high 
winds, he says. It has no tent 
poles, and no ropes. 

It consists of a series of ribs or 
arches, covered with canvas or 
other material to form two giant 


canopies. Like the collapsible top 
of a baby buggy. the canopies 
y’ 
ay, 
gett 
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Drawings show f 


and erection proce be 


swing upward from opposite ends 
and meet in the middle to com- 
plete the enclosure. 

The individual ribs, made of 
aluminum, are re to the foun- 
dation member, an aluminum 
channel which is entail to the 
ground by long stakes or by bolts 
sunk in concrete. In dismantling, 
the ribs come apart like sections of 
the long handle of a vacuum 
cleaner. 

For air conditioning or heating, 
a smaller but similar shell is 
erected inside the Portatorium, to 
provide a dead air space for in- 
sulation. Actual shape of the 
enclosure is dependent upon the 
shape of the ribs, which may be 
semi-circular, elliptical, or other 
shape. The unit is designed to be 
erected in less time than a tent of 
corresponding size. 

The Portatorium, including a 
generator and lighting fixtures, also 
is designed so that it can be trans- 
ported in a trailer truck, with 
second truck for hauling heating or 
air-conditioning equipment. Q 

* * * 
All the News of Films 
in Business and Industry 


Appears in Business Screen 
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Kalart 16mm Viewer Designed 
for Sales and Training Uses 

vy A new 16mm motion picture 
viewer with motor-driven film ad- 
vance mechanism has been intro- 
duced by the Kalart Company, 
Plainville, Connecticut. The viewer 
is intended primarily for use as a 
sales and training tool. 

Compactly designed and easy to 
set up and operate, the viewer is 
convenient to use in showing full- 
length 16mm silent motion pic- 
tures to small groups without 
darkening the room and handling 
a conventional 16mm_ projector 
and screen. It is also adaptable 
for previewing any 16mm film be- 
fore showings to large audiences. 

The viewer has a three-position 
control which permits automatic 
film advance at 24-26 fps, single 
frame viewing without the need of 
hand adjustment to bring the film 
into position, and manual opera- 
tion. Screen is hooded, and 
3%" x 4%” in size. Maximum 
light transmission from the 75-watt 
blower-cooled lamp is provided by 
coated optics. The unit has a reel 
capacity of 400’ and weighs less 
than 12 Ibs. with carrying case. 

* x ok 
Newest Filmosound Projector 
Features Built-in Speaker 

The new 398A Specialist Filmo- 
sound 16mm sound motion pic- 
ture projector recently introduced 
by Bell & Howell, Chicago, Illinois, 


DAMAGED FILM 
REPAIRED BY 


He FILM DOCTORS: 


SPECIALISTS 






For All 16 & 35mm Films 
The Rapidweld Process Removes: 

* Scratches * Abrasions * Dirt 

* Oil Stains * Cures Brittleness 

* Repairs Damages 


Send for Free Brochure 


rapid 


. “Facts on Film Care” 


FILM TECHNIQUE .. 
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features a custom-made oval 
speaker built into the projector 
case and front-positioned so that 
it is always directed at the audi- 
ence. 

With the same basic mechanism 
as higher-priced Filmosound units, 
the new projector has been simpli- 
fied by removal of clutch and re- 
verse features for broader use by 
churches, schools and industry, ac- 
cording to George L. Oakley, di- 





rector of audio-visual and profes- 
sional sales. 

Quality features of the 398A 
include polished sapphire jeweled 
insert on shuttle, guide rail and 
side tension clips for maximum 
film protection, square-pattern 
shuttle with positive film advance 
stroke, and all-gear drive for uni- 
form, synchronous operation. 

For simpler operation, a rotary 
dial switch operates both motor 
and lamp in one twist; line cord is 
permanently attached for faster 
set-ups; and automatic film rewind 
release prevents film damage. Lo- 
cation of speaker inside projector 
case prevents accidental damage; 
new baffling gives it efficiency 
equal to 8” speaker in the more 
expensive 399 Specialist projec- 
tors, the company says. 

Optional features include Filmo- 
vara variable focus lens, loop setter 
and hour meter attachments. List 
price of the 398A is $459.95. & 

* # * 
New Florman & Babb Catalog 
Shows Rental Equipment Lines 

A new 16-page illustrated rental 
catalog covering a wide range of 
professional motion picture equip- 
ment and accessories has just been 
issued by Florman & Babb, New 
York City. 

The new catalog contains com- 
plete rental information and rates 
on 16mm and 35mm _ cameras, 
recording equipment, projection 
equipment, editing equipment, 
lighting equipment, grip equip- 
ment, dollies, mike booms, lenses, 
tripods, supplies and accessories. 

Free for the asking, copies will 
be sent promptly on request to 
Florman & Babb, 68 West 45th 
Street, New York, N. Y. I 
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Qur Specialty... 
SALESMANSHIP on film 


As scores of top firms can tell you, there’s no faster, 
more forceful way to put your message across than 
with a Holland-Wegman film. 





For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 
commercials. 


What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone or write us about it today! 





HOLLAND-WEGMAN PRODUCTIONS 


197 Delaware + Buffalo 2,N.Y. + Telephone: MAdison 7411 











Visually Effective! 
Business Films — 
EXCLUSIVELY 


written by 





Melvin Shaw 


Hollywood Professional Building 
7046 Hollywood Boulevard 
Hollywood 28, California 

HOllywood 9-0042 
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INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
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*HAT’S LATIN FOR “MINE 
TODAY -YOURS TOMORROW!” 
TODAY our producers enjoy the 
finest in color filmstrip processing 
and service. Don’t you wait until 
TOMORROW to obtain various 
Manhattan producer services. 
Manhattan only services producers. 


“Make Yours Manhattan” 


Manhattan Color Lab, Inc. 
210 West 65th St.. New York 23, N. Y. 














Promotion Builds Audiences: 
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with news or special features in both magazines 
and daily newspapers. All of this helped pre- 
sell the film. 

We estimate that 6 million persons saw the 
film during its six-week “premiere” period. In 
the second, or “Cup Race pre-release” phase, 
September | to 30, additional millions are 
being covered by tv stations in the top 70 
markets who didn’t schedule the film earlier, 
and in 150 additional key cities such as Spring- 
field, Mo., Roanoke, Va., Binghamton, N.Y.., 
and Greenville, S.C. The final series of races 
for the Cup starts on September 19. Governed 
in part by the number of prints available, we 
anticipate that 10 million viewers will see The 
History of the America’s Cup during Sep- 
tember. 


General Distribution Begins in October 


The final phase of release will start October 
|, when the film goes into general distribution. 
At that time it will be available to all tv-sta- 
tions, and to non-theatrical groups as well. 

We believe the roadshow-on-tv pattern of 
release has been quite successful in the case 
of this particular film. Large audiences in 
major markets saw it when its timeliness in 
relation to the America’s Cup Race was mount- 
ing almost daily. There was still another ad- 
vantage: as with theatrical motion pictures, pre- 
release engagements stimulate interest in, and 
demand for, a film. Each major market tele- 
cast pre-sells the film for smaller areas—gives 
it more prestige, more “box-office” appeal. 

Our experience with The History of The 
America’s Cup may well lead to more special- 
engagement distribution programs with films 
that lend themselves to such promotion, as this 
one did 


Strategy Involves Two-Fold Objective 


As we began working out the distribution 
Strategy we found we really had two jobs: 
1) to get stations to order the film, and 2) to 
get audiences to watch it. We decided to leave 
the audience promotion to each individual sta- 
tion director, but to give him the necessary 
tools to do an effective job. A film promo- 
tion and publicity kit was developed to help 
tv stations “merchandise” the film. 

Each station ordering the film receives a 
hard-cover kit that contains a 2 x 2 tune-in 
slide for “program previews,” with a suggested 
staff announcer’s script to be read over; a mat 
containing four small newspaper or TV Guide 
ads; publicity releases for local newspaper tv 
and sports editors; one-line descriptive drop-ins 
for newspaper program listings; a special an- 
nouncement for the station sportcaster; an 
8 x 10 photograph for newspaper use; and 
hints on promoting the film effectively. 

Incidentally, the kit stressed such plus values 
as the cinematography (by Joseph Brun, who 
shot the Cinemiracle production, Windjammer, 
and Wind Across the Everglades) and the cast 
(which includes Kenneth Kakos, a youngster 
currently on Broadway in Sunrise at Campo- 
bello). Vd 




















SALESMEN GET IN 
STORY GETS TOLD... 


* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

* Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 
with a sale. 


Ideal for large 
screen projec- 
tion too. 


Complete with 
screen ... .$298.50 


Write for Free “atale-a 


| rue HARWALD co. 


1245 Chicago Ave., Evanston, Ill. , 
Phone: Davis 8-7070 






@ Reversal 
@ Negative 
@ Positive 
@ A &B Roll Printing 
@ Peerless Treatment 


BORATORIES INC. 
WELLESLEY HILLS, MASS. 


SERVI 
P.O. BOX 7 





HOT STAMPED 
& TRANSHADO 


TITLES 


Produced by Typographic Craftsmen with 
years of experience in the production of fine 
titles. Our modern typecasting equipment 
enables us to use new type for every frame 
in most of our up-to-date typeface selections. 


Knight Studio 


159 East Chicago Avenue, Chicago 11, Illinois 
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Mitchell Varifocal Unit Cuts 
Close-Up Filming Time, Costs 
A new varifocal close-up unit 
developed by Mitchell Camera 
Corporation, Glendale 4, Califor- 
nia, was especially designed for 
close-up scenes often required for 
filmed TV commercials, and where 
macrophotography is employed in 
research, instructional and scien- 
tific motion pictures. The unit con- 





Mitchell Close-Up Unit 


tains its own lens, chosen for su- 
perior image quality when used for 
close-up work. 

The varifocal unit is said to 
eliminate set-up time previously 
required with the use of flexible 
extension tubes. Its deep draw ex- 
tension bellows permits an infinite 
focus, and affords a wide range of 
photography, from normal (X1) 
to larger than normal (X10). Lens 
vibration is eliminated because the 
lens is firmly supported by the tur- 
ret. 

A standard mount permits the 
unit’s use in the NC and Standard 
Mitchell cameras. Adapters per- 
mit its use with the 16mm and 
BNC Mitchells as well. Uy: 
New Safe-Lock ITV Tripod 
© Safe-Lock Inc., Hialeah, Florida, 
has announced a new Model ITV 


tripod designed for industrial, 
movie and tv use. Features include 
a “guide-on” adapter shoe that 
guides the camera onto the tripod; 
pan head with three-directional 
movement; “twin shank” legs de- 
signed for supporting professional 
and tv cameras; and double-lock 
knobs on leg extensions. 

Skid-proof rubber feet on legs 
reverse with metal spikes at the 
other end. Individual controls are 
provided for vertical tilt, with disc- 
knob for vertical drag control and 
lock. Construction is all-aluminum 
with permanent anodized weather- 
resistant colors. 

The ITV unit weighs 9¥2 Ibs. 
and is 5’ high when set up, 41” 
long when closed. List price is 
$89.00. 1. 

* cd a 
Genarco Slide Projector 
Features 125-amp Arc Lamp 

- An arc lamp slide projector said 
to be capable of projecting images 
up to 100 ft. wide for groups of 
several thousand spectators has 
been announced by Genarco, Inc., 
97-08 Sutphin Blvd., Jamaica, 
New York. 

Light source for the new pro- 
jector, Model ME4-6800, is a 125- 
amp high intensity carbon arc 
lamp. Projecting 30,000 lumens 
on the screen, the unit is suited for 
the projection of slides in the larg- 
est auditoriums or arenas, at fairs 
and outdoor political meetings— 
where the distance between the 
slide projector and the screen may 
be as much as 500 ft. 

Slides on the Genarco projector 
are changed manually by the op- 
erator or by push-button remote 
control from a podium, or auto- 
matically every 5 or 7 seconds. 
The projector is mounted on cast- 
ers for easy moving and is supplied 
with a rectifier to operate from 220 
volts 3 phase A.C. current. It is 
available for rental on a weekly 
or monthly basis. yy 
(OTHER EQUIPMENT ON PP. 54, 55) 
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For Every Type of Production 
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For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y. 
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SYLVANIA 


(cerAMIC|BLUE TOP 


PROJECTION LAMPS... 


for all makes . . 








. all types ... in all sizes 





New Sylvania Ceramic Blue Tops are available 
in all standard sizes for any projector .. . to 
fill your exact requirements for clear, 

brilliant projection. 


Blue Tops offer these superior qualities: 


Brighter... Ceramic Blue Tops won't scratch, 
chip or peel like ordinary painted tops 
machine-made filaments assure pictures 
bright as life. 


Cooler... Ceramic Blue Top is bonded to the 
glass for improved heat dissipation 
operation assures longer lamp life 


cooler 


Longer Lasting ... Exclusive Sylvania shock 
absorber construction protects filaments from 
vibration damage 


Use Sylvania Ceramic Blue Top in your projector 
. your slides and movies deserve the best! 


SYLVANIA ELecTRIC Propucts, INc., 1740 Broadway, New York 19, N. Y. 


¥ SYLVANIA 


. fastest growing name in sight! 


LIGHTING + RADIO + ELECTRONICS + TELEVISION * ATOMIC ENERGY 


OUR EXPERIENCE IS YOUR KEY TO 


SERVICE & DEPENDABILITY 


CAMART DUAL SOUND READER 
MODEL SB-III 


Complete with optical sound reproduction head (or choice of mag- 
netic sound) baseplate, amplifier-speaker. For single or double sys- 
tem sound. Easy to handle, no twisting film. An unbeatable combi 


nation with the . . . Bell & Howell |46mm precision viewer, sharp 
brilliant 2'/, x 31/4 picture. 

Dual Reader, less viewer $195.00 
Bell & Howell Viewer 93.00 














we CAMERA MART ix 


1845 BROADWAY (at 60th St NEW YORK 23 - Plaza 7-69 














Send 
Your Film 
To The 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 











SPEED QUALITY 































Personalized 
SERVICE 











MOTION PICTURE LABORATORIES, INC 
Phone WHitehal! 8-0456 
781 S. Main Street A \ Memphis 6, Tenn. 


" 
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The Master Craftsmanship 
Your Film ~Deseri eS 





















A long-haul pipeline company, 
facing public ill-will due to 
unsatisfied demand for more fuel, 
used a film to tell three million 
people what it was doing to ease 
the shortage. The film was 

written by .. . 





: Film Scripts 


Associates * 














OXBERRY 
ANIMATION STAND 


For Rent 


Day «+ Week or Month 
with or without operator 





Oxberry camera, 16/35mm shuttles, 
Trimotion motorized compound. Fol- 
low focus cams, 3 lenses. Automatic 
dissolve. 4 Acme or Oxberry peg 
tracks. 
CORWIN STUDIOS 
480 Lexington Ave., New York 17, N. Y. 
MUrray Hill 8-3278 























THE SERVICE FILM OF THE MONTH 


Colorado Films the Story of 
a Program for Migrant Workers 


Sponsor: The Colorado State Department of 

Public Health. 

TitLe: Colorado Cares, 20 min., color, pro- 

duced by Western Cine Productions. 
vy Seeking harvest chores in many states each 
year come meager caravans of human beings 
selling hand labor. When the picking job is 
done in one place, these laborers rattle down 
the road following the fruitful season. They 
are called migrant workers. Without them, the 
yield of many farms, groves, orchards and vine- 
yards would be wasted. 

Forever displaced, the migrants are the 
economy's gypsies, streams of people who make 
their home in jumbled trucks and take pot 
luck in other men’s fields. They are strangers 
living among strangers, no true tribe them- 
selves and without enduring ties to any com- 
munity. “Recession” to them would be a pom- 
pous word but “part-time,” impermanence and 
poverty form their life story. 

A Long Way From “Grapes of Wrath” 

For a long time this story has been a shame 
of the nation: Ma Joad and her brood dying 
amid the grapes of wrath. Steinbeck’s vision 
of the dusty °30’s lingers in many places and 
much remains to be done for migrant workers. 

A bright scene, contrasting with the dark 
documentaries, is provided in Colorado Cares, 
a film showing what one state is doing to help 
migrant workers. What members of the Mesa 
County Migrant Council are doing for the 
workers in Colorado should have meaning for 
other communities with similar problems. 

Colorado Cares depicts a program which is 
based on the understanding that migrant work- 
ers need more than opportunity for employ- 
ment. Responsible persons in Colorado rec- 
ognize the migrants as humans in need of prac- 
tical friendship. The workers need the same 
services that home citizens require and their 
needs are increased by their nomadic existence. 

Special Challenge to Other Regions 

The film shows Colorado’s organizations 
bringing sanitation, water supply, medical care, 
hygiene, education, recreation and sociability 


MODEL S-7 


MAGNETIC FILM 
RECORDING DUBBING 
SYSTEM 


A completely 
transistorized, 
automatic operat- 
ing magnetic 
film and optical 
sound system for 
professional 
heavy-duty use. 
Supreme quality 
at low cost. 
Write for 
particulars. 


STANCIL- GS) HOFFMAN 


921 N. Highland Ave., Hollywood 38, Calif. 
Export: Frazar & Hansen Ltd. 
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Above: the children of migrant workers are 
a special concern of public health and wel- 
fare efforts pictured in “Colorado Cares.” 


to migrant peach harvesters and their children. 
The opening of the first school for migrant 
children is a special challenge to other re- 
gions: this education can find completion only 
if other communities establish schools for mi- 
grants. 

The story of need and accomplishment is 
linked by a girl’s travel-worn doll which hangs 
on a truck as a migrant family rides into the 
workers’ camp. Later the doll is kicked in the 
dirt by a migrant boy. Eventually, the little 
girl, now in a new red dress, rides away with 
her doll, with reason to know that someone 
cares. 

The responsible people of Colorado reach 
out past the camp to care for outlying migrants; 
and they try to impart something more im- 
portant than physical aid: they try to encourage 
responsibility and neighborliness among the 
migrants, giving the wandering workers a new 
sense of citizenship. This is only a beginning, 
says the narrator at the close of Colorado 
Cares, hinting that the new sense of belonging 
and self-responsibility among the migrants can 
grow like the crops across the nation if other 
States care. 

Colorado Cares is being recommended to 
groups engaged in health and social work and 
to religious organizations. It is available on 
free loan and has been cleared for television. 
Prints may be purchased for $98.00. Contact: 
Colorado State Dept. of Public Health, Health 
Education Section, 1422 Grant St., Denver 2. 





ART4yVIDEART 


ANIMATION 
TITLES 
OPTICAL PHOTOGRAPHY 


COLOR or B&W — 16 or 35MM 


ee 
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Ct | 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 
LExington 2:7378-9 Oo _ 
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TRADE TALh 
Own an Old Victor Projector? 
You May Get a New One, Free 
vr Victor Animatograph Corpora- 
tion is trying to locate the 10 oldest 
Victor 16mm sound-on-film projec- 
tors still in use, and offers to ex- 
change them for new Victor 
Assembly 10 models at no cost to 
the owners of the old projectors. 

The offer is being made in con- 
junction with the 25th anniversary 
of the introduction by Victor in 
1933 of the first 16mm sound-on- 
film projector, according to Hy 
Schwartz, president of Victor, now 
a division of the Kalart Company, 
Plainville, Connecticut. 

Anyone possessing an early 
Victor sound-on-film projector still 
in operating condition is invited to 
send its description and serial num- 
ber to the Victor Animatograph 
Corporation, Plainville, Connecti- 
cut. The 10 oldest projectors, as 
determined by manufacturing rec- 
ords, will be exchanged for new 
Victor Assembly 10 models at no 
cost. The offer expires December 
31, 1958. Id 

* * * 
Camera Equipment Co. Named 
Eastern Outlet for Oxberry 
‘* Camera Equipment Co., Inc., 
New York City, has been ap- 
pointed exclusive eastern distrib- 
utor of the new Oxberry anima- 
tion stand (Model S) and other 
Oxberry Animation equipment. 

The new Model S is designed to 
accommodate all standard 16mm 
and 35mm cameras and stop mo- 
tion motors, and features electric 
Zoom, underlighting, top lighting, 
and a compound with east-west, 
north-south and rotating move- 
ments. Camera face plate moves 
to permit zooms from 3 to 12 fields 
with a 25mm lens, and to larger 
fields with an adaptor 15mm lens. 


PRO F ES .5.! 


MATTES © INSERTS © FADES ® DISSOLVES | 


OPTICAL EFFECTS 
35mm & 16mm 


4241 NORMAL AVE., 
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The compound is calibrated for 
360° rotation and can be locked 
manually in any position. Table 
top measures 21” x 27” x 39” 
high. Two peg tracks with seven 
removable pegs come with the 
compound. Complete unit is priced 
at $3,950.00. ag 

ca ck aE 
New RCA Light Cell Picks Up 
Sound from Movie Filmtrack 

A new small light-sensitive cell 
for use in sound motion picture 
projectors and electronic com- 
puters has been marketed by the 
RCA Electron Tube Division, Har- 
rison, New Jersey. The cell (RCA- 
7224) weighs one gram, is about 
the size of an eraser on a pencil. 

Here’s how the photojunction 
cell can be used for sound pickup 
from movie film: when the pro- 
jector is in operation, a beam of 
light passes through the film’s 
sound track. This beam strikes 
the tiny cell, which converts the 
varying amounts of light into cor- 
responding variations in electrical 
current. Electrical output from the 
photojunction cell is then “piped” 
into an audio system that repro- 
duces the sound. 

Spectral response of the 7224 
ranges from about 3,500 to 19,000 
angstroms, with maximum re- 
sponse at about 15,000 ang- 
stroms. Hg 

* * * 
Canadian Kodak Expands 

Construction of a new two- 
story building by Canadian Kodak 
Co., Limited, at a cost of more 
than $1,000,000 has been an- 
nounced by president Donald C. 
Kerr. When ready for use in the 
summer of 1959, the building will 
house all finishing operations in 
the production of photographic 
paper. Canadian Kodak Co., Lim- 
ited, is an affiliate of Eastman 
Kodak Company. |g’ 


WIPES © SUPERIMPOSURES 
MOTION PICTURE & TELEVISION 
oe CINEMASCOPE 


B & W or Color 


SPECIALIZED TITLES | 
Ray MERCER & CO. 


ESTABLISHED 1928 


We Specialize in Working FOR and WITH the Producer 





Phone or write for FREE Special Effects Chart 


HOLLYWOOD 29, 
NOrmandy 3-9331 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS LIGHTING 


MITCHELL Mole Richardson 
16mm Bardwell McAlister 
35mm Standard Colortran 
35mm Hi-Speed Century 
35mm NC @ 35mm BNC Cable 
Spider Boxes 
BELL & HOWELL Bull Switches 
Standard * Eyemo ® Filmo Strong ARC-Trouper 
10 Amps 110V AC 5000W- 
ARRIFLEX 2000W-750W 
lémm © 35mm CECO Cone Lites 
(shadowless lite) 
WALL Gator Clip Lites 
Barn Doors 
Diffusers 
Dimmers 
Reflectors 


EDITING 


Moviolas ® Rewinders 
Tables @ Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels ® Ladders 

2 Steps ®© Apple Boxes 
Scrims © Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


35mm single system 


ECLAIR CAMERETTE 
35mm *® 16/35mm 
Combination 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 

Blimps ® Tripods 


DOLLIES 

Fearless Panoram 
Mc Alister Crab 
Platform © Western 
3 Wheel Portable 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


WE SHIP VIA AIR, RAIL OR TRUCK 


ZOOMAR 35mm 


FRANK C. ZUCKER 


Gist CQuipment (O..INC. 


Dept. S$ 315 West 43rd St., 
New York 36, N.Y. JUdson 6-1420 






Y First Aid Film 
‘Help Wanted’ 


Including the new back-pressure, arm- 
lift method of artificial respiration 


This up-to-date film contains all 
of the important information on 
basic principles of First Aid, and 
also demonstrates new artificial 
respiration method approved by 
the American Red Cross 

The only cost for this 34-min- 
ute 16-mm. sound film is return 





postage. 
p------------ ofwen Wen -—+ 
| Education Department | 
| Joh & Joh , New Brunswick, N. J. | 
Please send me information on the film “Help Wanted.” | 
| Name | 
| Address | 
| City Zone State | 
hess aires clades tc ger cs wh nn aaa etnies Siete arden amare J 








NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 








EASTERN STATES 





« MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


° NEW JERSEY « 


Slidecraft Co., 142 Morris 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J 


Ave.., 


e NEW YORK e 
Association Films, Inc., 347 Mad 
ison, New York 17. 


Buchan Pictures, 122 W. Chip 
pewa St., Buffalo. 


Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 


The Jam Handy Organization, 
1775 Broadway, New York 19 
Ken Killian Company, Inc., 725 
Prospect Ave., Westbury, N. Y. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern 


e PENNSYLVANIA e 
Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22. 


J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143. 


e WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6- 
6731. 


SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e« 


Colonial Films, 7! Walton St., 
N. W., Alpine 5378, Atlanta. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 


e LOUISIANA e 


Stanley Projection Company, | 117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: RA 9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE. 9-3391. 


e MISSISSIPPI e« 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


e TENNESSEE e« 


Southern Visual Films, 687 Shrine 
Bldg., Memphis. 





MIDWESTERN STATES 





e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
l. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Il. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


LIST SERVICES HERE 


Dualified audio-visual dealers are 
ted in this Directory at $1.00 per 
ne per issue. 


Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 





e CALIFORNIA e 


LOS ANGELES AREA 

Clausonthue Audio Visual, Sales 
and Service, 945 S. Montezuma 
Way, W. Covina. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc., 829 S. 
Flower St., Los Angeles 17. 

Phone: TR. 8664. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 
Westcoast Films, 350 Battery St., 

San Francisco 11. 


e COLORADO e 
Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


e OREGON e 
Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 
Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 
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Catholic Film Library Now 
Available on a Rental Basis 
v Association Films, Inc., has 
been appointed exclusive nation- 
wide distributor of the 16mm mo- 
tion picture library of the National 
Council of Catholic Men. The 
library consists of almost 100 sub- 
jects, most of which are kinescope 
recordings of the NBC-TV The 
Catholic Hour program, produced 
in cooperation with the NCCM. 

The films are available to Cath- 
olic organizations, high schools 
and colleges, church societies and 
other groups on a rental basis. 
Subjects include Rome Eternal, a 
four-part documentary produced 
by NBC at the Vatican and a 
winner of several awards; and We 
Believe, a 13-part series featuring 
Father James J. McQuade, S.J. 

Subject matter of the NCCM 
library ranges from the fields of 
theology, doctrine, liturgy and his- 
tory to dramatic presentations of 
lives of saints and heroes of the 
Church. Several modern Christian 
classics are adapted to portray 
applications of Catholic principles 
to modern social and ethical prob- 
lems. 

A descriptive catalog is available 
free of charge. All film requests 
should be addressed to the Na- 
tional Council of Catholic Men, 
50 East 42nd St.. New York, 
N.Y. R 

a oe o 
New Catalog of United World 
Films Lists industrial Titles 

A new 24-page catalog listing 
the U.S. Government motion pic- 
tures and filmstrips presently avail- 
able for purchase by industry and 
business groups has been issued 
by United World Films, Inc., U. S. 
Government Films Division. 

More than 400 films are listed 
in the catalog, the contents of 
which are classified by manage- 
ment, supervision, engineering and 
training subjects. 

Requests for the catalog should 
be made to United World Films, 
Inc., Government Division, 1445 
Park Avenue, New York 29, N. Y. 





Foreign travel film produced 
by expert on audience reac- 
tion at unbelievable budget 
prices, 16mm _ color. Finest 
travel appeal and photographic 
results. 


NEIL DOUGLAS 
Box 664 
Meriden, Conn. 
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Quality. Lil 


FILM SHIPPING CASES 





e Best quality domestic fibre 

e Heavy steel corners for 
added protection 

¢ Durable 1” web straps 

e Large address card holder 
with positive retainer spring 

e Telescopic construction 
allows additional capacity 


See your nearest dealer or write 
direct to manufacturer for catalog. 


WM. SCHUESSLER 
361 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 








ADD A NEW DIRECTION 
TO YOUR ANIMATION 





THE NEW PORTMAN TRAVERSE PEG BAR 


THE TRAVERSE PEG BAR WILL MOUNT ON THE 
TABLETOP OF ANY ANIMATION STAND TO ADD 
NEW MOVEMENTS OF CEL LAYERS IN ALMOST 
ANY DIRECTION. 


FEATURES: GROUND STEEL TRACK, RESET 
COUNTER, ENCLOSED CAST GEAR HOUSING, 
REMOVABLE PEGS, BRONZE WEAR GIBS, BRONZE 
BEARINGS AND TABLE CLAMPS. 


17" TRAVEL UNIT $195 — 29” TRAVEL UNIT $245 


WRITE FOR COMPLETE CATALOG ON 
ANIMATION EQUIPMENT. 


WARREN CONRAD PORTMAN CO. 
41 MacQUESTEN PKWAY., N. © DEPT. B-1 
MOUNT VERNON * NEW YORK * M.O. 4-6069 
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Films for Methods Improvements 
to Compete for 8th Annual Awards 

“Operation Cost Reduction” has been estab- 
lished as the theme of the Industrial Manage- 
ment Society’s 8th annual Methods Improve- 
ment Contest, featuring the Ralph H. Landes 
Awards, to be held in conjunction with the 
22nd annual I.M.S. Time and Motion Study 
and Management Clinic in the Hotel Sherman, 
Chicago, November 5 through 7. 

All entries in the contest must be on 16mm 
motion picture film. This year’s competition 
is divided into two general classes: Industrial 
(four groups), and Educational Institutions, 
with separate awards for each group. 

The Industry and Business classes are set 
up as follows: 

Group I: Methods Improvement in the Shop 
Area, for companies with less than 1,000 
employees. 

Group II: Methods Improvement in the 
Shop Area—companies with over 1,000 
employees. 

Group III: Engineering, Sales and General 
Office Area. 

Group IV: Training and General Education 
Films covering techniques or methods of sell- 
ing Work Simplification, Methods Improve- 
ment, Standards, or any other Industrial En- 
gineering activities. Companies of any size 
may compete in Groups III and IV. 

Entries in Group V (colleges and universi- 
ties) must be of methods improvement initiated 
and developed by the students themselves, with 
only minor assistance plus necessary supervi- 
sion from faculty personnel. 

Films submitted for judging may be sound 
or silent, color or black-and-white. Methods 
improvement projects pictured must have been 
worked on between January 1, 1957 and 
September 1, 1958. Film lengths are limited 
to about 15 minutes for all classes except 
Group IV; in this class, films may run as long 
as 20 minutes. 

Films produced by a professional organiza- 
tion are acceptable only in Group I1V. Awards 
will be made at the opening evening session of 
the Clinic on November 5. A panel of judges 
from the industrial engineering field will make 
final selections based on specially developed 
point rating systems. yy 





Atoms for Peace Films at Geneva 


These additional titles supplement the 
“Atoms for Peace” list in our last issue: 


NOVEL METHODS OF FUEL 
FABRICATION 
Fuel element fabrication at the Atomic Energy 
Commission’s Hanford Plant. Produced for 
Hanford Atomic Products Operation, AEC, by 
W. A. Palmer Films. (10 min., color). 
PLUTONIUM FUEL FABRICATION 

Processing of fuel elements for the Materials 
Testing Reactor. Produced for Hanford Atomic 
Products Operation, AEC, by W. A. Palmer 
Films. (10 min., color). 

PLUTONIUM METAL PREPARATION 
Preparation of plutonium metal at the Los 
Alamos Scientific Laboratory, AEC. (13 min., 
color). 
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35mm Mitchell; Bell & Howell, Arriflex cameras || 
16mm Mitchell, Auricon, Bell & Howell cameras} 
Recording Equipment 1 
Projection Equipment | 
Editing Equipment—Moviolas—Sound readers N\|| 
Lighting Equipment—Colortran—Bardwell 
McAlister, etc. 
Grip Equipment—Dollies—Mike Booms 
Accessories—Lenses—Tripods—Supplies | 
FLORMAN & BABB, INC. H 
68 WEST 45TH STREET NEW YORK 36, N.Y 









































Send now for your FREE 
illustrated rental catalog of 


Professional Motion Picture Equipment 


Fe 


FLORMAN & BABB 


B 68 West 45th Street 
NEW YORK 36, N. Y. 





@ MOTION PICTURES 
@ FILMOGRAPHS 

@ SLIDE FILMS 

@ SLIDES 

@ TRAINING COURSES 
@ TRAINING GUIDES 
@ FLANNEL BOARDS 


@ TV COMMERCIALS 


254 WEST 54th STREET, N.Y.C 
COlumbus 5-7620 
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part of a 60-film library maintained 
by the Institute on laundries and 
dry cleaners for use of member- 
companies in various localities. 

Farm equipment manufacturers 
have long made extensive use of 
the medium in non-metropolitan 
areas. John Deere, pioneer manu- 
facturer, has been making theatre 
ads for more than 20 years. The 
company’s 1958 series adds eight 
new films, all in color, and now 
has a total of 25 films available 
for its dealers’ use. About 500 
dealers used the ads in 1957. 

Shown at “John Deere Days” 

The Deere commercials are pro- 
duced as part of a full-length mo- 
tion picture that dealers are asked 
to show at “John Deere Days” in 
their communities. Combined with 
the selling messages are entertain- 
ment films. The movie, which 
shows the full line of Deere equip- 
ment, is then broken down into 
individual film advertisements to 
fit the needs of each agricultural 
community. The company makes 
three or four such films on many 
of its implements to match the 
type of farming done in various 
farm areas. 

Allis-Chalmers Manufacturing 
Company's theatre-screen film li- 
brary totals 37 films, 12 new mes- 
sages being added this year. Inter- 
national Harvester Company, in 
all lines, has 53 theatre advertise- 
ments produced for 1958 showing. 
having recently added five new 
commercials. Fifteen films in the 
library are on the International 
Truck line. 


Maytag Ads Aid Dealers 

The Maytag Company for more 
than 10 years has been promoting 
the use of screen ads by its dealers. 
The company pays for producing 
the films, and dealers underwrite 
local screenings. James B. Boyer, 
dealer advertising manager for 
Maytag, estimates that dealers have 
spent nearly $1,000,000 for screen 
advertising. The company makes 
a film on each new Maytag prod- 
uct, showing its sales points. This 
year, for example, there were 12 
new commercials, including one 
featuring the local dealer's service 
parts facilities. 

Using the same cast and props 
as for the theatre commercials, the 
film producer recently completed 
a series of 10 television spot an- 
nouncements for Maytag. These 
are also available to dealers for 
local use. “Doubling-up” in this 
way meant “mileage” for the com- 
pany’s advertising budget. 

A relatively new user of screen 


SCREEN ADVERTISING 


advertising on a national basis is 
the Rexall Drug Company. This 
company set up its initial program 
in 1957 with 13 full color com- 
mercials, with black -and -white 
prints available for use on TV. In- 
dividual stores paid for local the- 
atre or TV showings. 

To encourage the use of the 
series by its dealers, Rexall Drug 
made up a color brochure which 
gave them full information. During 
the first nine months of 1957, more 
than 550 Rexall druggists placed 
almost 10,000 weeks of theatre 
advertisements, the company said. 


Bankers Life Tests Medium 

The Bankers Life & Casualty 
Company of Chicago last year 
showed two color commercials in 
a test campaign to sell its “White 
Cross” health and accident insur- 
ance plan. Each film sold a differ- 
ent type of hospital and medical 
coverage. The first film was run 
for one week in 81 drive-in the- 
atres, spotted nationally; the sec- 
ond ran in 50 additional theatres, 
both conventional and drive-in. 

The advertising films were tied- 
in with an inquiry postcard, which 
was handed to each driver (or to 
each patron, in the case of conven- 
tional theatres) as he entered. A 
spokesman on the film referred to 
the card, and told members of the 
audience that they would receive 
either a booklet on insurance or 
a sample policy by sending the 
card to Bankers Life. 

As a result of reactions to the 
test campaign, which the company 


said produced inquiries “of good 
quality, with a high ratio of seri- 
ousness of interest as well as buy- 
ing power,” Bankers Life is im- 
plementing a national screen ad- 
vertising campaign this year. 


Other National Users Listed 


Other national advertisers who 
are either inaugurating or augment- 
ing their theatre screen advertising 
programs this year include Pepsi- 
Cola, Royal Crown Cola, and 
Seven-Up in the refreshment field; 
Carnation Company and Pet Milk 
Company; the manufacturers of 
such well known diamond rings as 
Keepsake, Artcarved, Starfire, and 
Orange Blossom; watchmakers like 
Bulova, Elgin, Hamilton, Gruen, 
Mido and Wyler; Motorola; Gen- 
eral Electric Company; Glidden 
Paints; Drexel Furniture; the Un- 
derwood Corporation; North 
American Van Lines; the makers 
of Mercury, Johnson and Evinrude 
outboard motors; and American 
Can Company and Sealright, Inc., 
for their “Canco” and “Pure-Pak” 
waxed milk cartons. 


Sereen Medium Abroad: 

Pictures speak all languages; the 
screen images are understood and 
appreciated by audiences in all 
countries. The sound track can 
easily be converted. Long estab- 
lished in Europe, the screen ad 
playlets are also a regular program 
fare in the cinemas of Latin Amer- 
ica. The market is rich and re- 
warding. 

Theatre-screen advertising is the 
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Skilled, semi-skilled workers and housewives comprise large 
segments of the theatre screen ad audience. 
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second largest promotion medium 
in Mexico. Only commercials on 
radio are ahead of the screen ad- 
vertising films in terms of reaching 
the consumer public. Theatres in 
Mexico can provide seating capaci- 
ties as high as 5,000 to 8,000 play- 
ing four to six shows daily. The 
“captive” audience viewing theatre- 
screen commercials represents a 
large potential market. The typical 
Mexican advertising film comes in 
a five-minute reel of four commer- 
cials, each running a minute and 
20 seconds—and sandwiched in 
among newsreels, documentaries, 
educational films and other shorts. 

The health benefits of fresh milk 
—‘leche fresca” in Spanish—are 
being promoted to Puerto Ricans. 

More than 400 theatres in Cen- 
tral America—some 60 of them 
in Puerto Rico alone—show the- 
atre-screen ads regularly. Users of 
theatre commercials in this area 
include Glidden Company, Buick, 
Edsel, Maiden-Form, Sherwin-Wil- 
liams Co., and others. ye 

* * * 
Epitor’s Note: This is the first 
of a new series on the theatre 
screen advertising medium. Sub- 
sequent articles will detail tech- 
niques and audiences for screen 
ads abroad; the nature of com- 
panies producing and distributing 
these films in the U.S. 

* e od 
Manhattan Color Lab Set 
For Fast Filmstrip Work 
vy Manhattan Color Laboratory, 
Inc., in New York, has completed 
the installation of new processing 
equipment which will provide its 
clients with the fastest and most 
efficient filmstrip processing in the 
country. 

The new equipment, made to 
Manhattan’s specifications, was 
manufactured by S. Van Tuyl As- 
sociates, of Ft. Pierce, Fla. It 
incorporates many features avail- 
able on no other developing ma- 
chines on the market. 

Manhattan, which services film- 
strip producers exclusively, pro- 
cessed two million feet of color 
slidefilm last year, expects the new 
facilities to enable it to almost 
double that figure in the next 12 
months. 

In conjunction with the new 
processing equipment, the lab has 
installed a ten-ton air conditioner, 
a separate refrigerator for storing 
a million feet of film at 50 degrees 
and a new Model “D” Bell & 
Howell printer. 

Negative developing of both 
Ektacolor and Eastman Color will 
be offered, and 24-hour service on 
color positives is guaranteed. 














Always ready to show. Synchronized 
continuous film and tape loops 
eliminate rewinding. 











Easy to carry. Only 17 Ibs. 
17°x13%"x6". 


Nothing to set up. 100% self-contained. 








Daylight projection. No room 


darkening. 
Big 9”x12" screen, 
equivalent to 17” TV screen. CHARLES Bestel COMPANY 
Smart attaché case makes for 
easy access to any office. 

For complete information phone 
Instantaneous transistor amplifier today or mail the coupon. 


starts without warm up. No waiting. 


Running time up to 12% minutes. 
Presents up to 150 frames. 


ATTACHE CASE 


AUTOMATIC SOUND SLIDEFILM VIEWER 


Open the screen — plug in — push the 


red button —and the show is on! 


Here is your chance to 

greatly expand the effectiveness 
and scope of your film 
program. 


How? Here is an example: 


Before SALESMATE you had 

to bring 40 people to the 
home office for sales training. 
You showed them a Sound 
Slidefilm. You hoped they 
would remember what they saw 
and heard, take it back 

to the field with them and 
transmit it effectively. 


Now, because SALESMATE 

is truly portable, each one of 
them can use that same 
forceful Sound Slidefilm 

to present your story to every 
customer exactly as you 

want it told. 


Whatever your communication 
needs, SALESMATE can 
multiply your effectiveness in 
the same way. Let us show you 
what this revolutionary new 
person-to-person technique 
can do for you and your firm. 


— SALESMATE can mean 
increased business, more production for you. 





Ask for complete details. 


Mr. Robert Shoemaker Dept. BS-9 
Charles Beseler Company 

East Orange, New Jersey 

Dear Bob: 


(C0 I'd like to hear the whole SALESMATE Story. Please come 
see me as soon as possible. 


() Please send me descriptive literature on the SALESMATE, 
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“Exciting, motivates 


the salesman to use bis 
maximum productivity .. . 
shows one sure way be can 
do this . . . dramatic, 
entertaining...” 

—Sales Executives Club of 
New York 


*K 


Monty Woolley, famous for his Broadway and Hollywood successes, 





here shows for the first time how to turn more minutes into dollars. 
Time and effort of the executive are saved when a motion picture, 
professionally made, carries the ideas. They are presented, just as 
he wants them presented, to the eyes and minds of his organization. 
The audience really sits up and takes notice. 
In less time than it takes to see a single prospect, this picture tells 
the sales force what they need to know about managing their time. 


And it’s done in the Jam Handy way, entertainingly. 


jie JAM HANDY 
Otganizdlion 


Produced for Dartnell by 











y FOR... Dramatizations * Presentations * Motion Pictures * Slidefilms * Training Assistance 


CALL JUdson 2-4060 ° NEW YORK TRinity 5-2450 ° DETROIT 


HOllywood 3-2321 e¢ HOLLYWOOD STate 2-6757 ° CHICAGO 





ENterprise 6289 ° DAYTON ZEnith 0143 ° PITTSBURGH 





